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ABSTRACT 
The editorial cartoon's ability to distill the most complex issues into a simple visual 
metaphor, coupled with its availability to a mass audience, potentially makes it a potent 
instrument for political communication. Despite the quantitative growth of political cartoons, 
research on the effect of editorial cartoons as a mass medium of communication has drawn 
little attention. The current study explores the visual images of presidential candidates 
portrayed in the editorial cartoons in the 2000 presidential election campaign. 
A content analysis of editorial cartoons about the two main presidential candidates, 
Bush and Gore, appeared on the editorial pages of 78 newspapers, was undertaken. The 
study focused on defining the nature of the agenda of issues set by editorial cartoons, and 
determining how the cartoons framed the 2000 presidential campaign to orient the audiences' 
understanding of campaign issues. 
The overall findings demonstrated that, in the 2000 election campaign, character 
issues of the presidential candidates emerged as the most dominant agenda, occurring in 
30.43% of the sampled cartoons. Furthermore, in portraying the presidential candidates and 
the campaign, cartoonists notably used character and competency frames in over 60% of the 
sample. These two frames are related to the morality and ability as a leader of the candidates. 
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CHAPTER 1. INTRODUCTION 
Background of the Study 
Many scholars have agreed that the mass media affect election campaigns. For 
example, without appropriate media attention, a hopeful presidential candidate would find it 
difficult to gain recognition and public visibility. Graber (1997) noted that mass media can 
influence the selection of candidates and issues. Media coverage and public opinion polls 
tend to move in tandem in the early months of a campaign. Candidates who receive ample 
media coverage usually do well in the polls (pp. 232- 233). Thus, Elizabeth Dole, a 
Republican hopeful in the 2000 presidential election, never captured enough media attention 
or praise to become a serious contender for nomination. According to a poll conducted on 
Oct 31, 2000, by iwon.com, 89% of the respondents thought the media have a big influence 
on voters' decisions leading to a presidential election. 
A substantial number of editorial cartoons portraying presidential candidates and 
campaign issues appeared in the media during the historic 2000 U.S. presidential election 
campaign. Despite the quantitative growth of political cartoons, research on the effect of 
editorial cartoons as a mass medium of communication has drawn little attention. On the 
other hand, some scholars of communication consider editorial cartoons as one of the most 
potent political weapons (DeSousa & Medhurst, 1982; Edwards, 2001; Fischer, 1990, 1996; 
Harrison, 1981 ). 
Marley and Mello ( 1995) argued that the editorial cartoon is a significant form of 
political and social communication. Desousa and Medhurst ( 1981) asserted that, even 
though they occupy only a small portion of an editorial page, editorial cartoons are messages 
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expressing opinions about the news, and convey an opinion visually and briefly in a single 
frame. Ursitti and Nordin (1995) argued that cartoons have played a significant role in the 
editorial pages of the daily newspaper. Winch (1999) pointed out that the editorial cartoon is 
an important tool for newspapers, enabling them to "flex their editorial muscles" and help 
reflect and form public opinion of newsmakers in a humorous way. Langeveld (1981) also 
noted that wit and humor make political cartoons interesting as a vehicle of political 
communication because laughter can be a disarming weapon for both sides in conflicts (p. 
359). 
Thus, political cartoons have played an important role in political and social affairs on 
a daily basis for many decades. Fischer (1996) noted that political cartoons have sought to 
influence public opinion through their use of widely and instantly understood symbols, 
slogans, referents, and allusions. Edwards (2001) noted that editorial cartoons contribute to 
political candidates' image development by offering condensed and simplified metaphoric 
portrayals (p. 2140). Thus, Harrison ( 1981) asserted, "Political leaders have worried about 
the effects of cartoons on their constituents" (p. 14 ). 
In summary, the editorial cartoon's ability to distill the most complex issues into a 
simple visual metaphor, coupled with its availability to a mass audience, potentially makes it 
a potent political force. Accordingly, the editorial cartoon can be considered to be a 
significant form of political communication. 
Anecdotal evidence demonstrates the effect of editorial cartoons on public opinion 
and political figures. As Fischer (1996) illustrated, Richard Nixon, as vice president, 
cancelled his subscription to the Washington Post because of Herbert Block's cartoons. As a 
1960 presidential candidate, Richard Nixon softened his attacks on John Kennedy because he 
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needed to erase the "Herblock image." As president, Nixon placed Los Angeles Times aitist 
Paul Conrad on his infamous "enemies list." Lester (1995) asserted that not only democratic 
governments but also totalitarian governments perceived cartoons and photomontages as 
powerful tools of persuasion for propaganda during World War II. During the late 19th 
century, the most famous American cartoonist was Thomas Nast. His cartoons were widely 
influential; every presidential candidate Nast supported was elected (Lester, 1995, p. 223). 
According to Keller (1968), Nast played a pivotal role in shaping the editorial policy of 
Harper's Weekly. 
Statement of the Problem and Objectives of the Study 
Despite the perception of cartoons as an important mode of social and political 
communication, and despite anecdotal evidence pointing to their potential effect, very few 
scholarly studies about editorial cartoons as persuasive aspects of visual communication can 
be found. Medhurst ( 1981) noted, "Although political cartoons have been an American 
culture, only a few scholars have attempted to explicate the distinctly persuasive aspects of 
this artistic and communicative form" (p. 198). In addition, he argued that some scholars fail 
to examine the images on their own and fail to analyze their potential contribution to the 
framing of meanings in public affairs. The neglect of such an important and powerful mass 
communication medium can be traced to numerous causes, one of which has been the lack of 
easily accessible primary and secondary research materials. 
Interestingly, a 1993 survey noted that editorial cartoons are ranked as one of the 
best-read items on newspaper editorial pages (Caswell, 1994). The study reported that 113 
million people read newspaper comic strips, with 94 percent of Sunday newspaper readers 
4 
scanning the funnies. In addition, editorial cartoons are used increasingly in classrooms to 
teach about past and present elections. According to Cagle (2001), editorial cartoons are 
very useful as a teaching tool in the social sciences, art, journalism, and English. Langeveld 
(1981) also suggested that editorial cartoons appear to be popular in education and can be 
useful in making clear how people imagine political conflicts (pp. 363-365). Accordingly, 
editorial cartoons, through their interpretation of the 2000 presidential election campaign, 
may have had an important impact on American public opinion. It would seem, then, both 
timely and important to try to gain better insights into how editorial cartoonists framed the 
2000 presidential election campaign. Therefore, the current study explored the visual images 
of presidential candidates portrayed in the editorial cartoons, and examined their persuasive 
use as a rhetorical form for the 2000 presidential campaign. By concentrating on the specific 
case of the 2000 presidential election, this research hopes to contribute to studies that seek to 
study the role of editorial cartoons in political persuasion. 
Two research questions guided this study: 
1. What issues were raised in editorial cartoons throughout the 2000 presidential 
election? In addition, what particular topics or events were emphasized in the 
editorial cartoons in the 2000 campaign? 
2. How did cartoonists frame the presidential candidates in 2000 and interpret the 2000 
presidential campaign? 
The answers to these questions can shed light on how the editorial cartoon helps frame 
meaning and social reality in a presidential election campaign. 
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CHAPTER 2. LITERATURE REVIEW 
This study explored the visual images of presidential candidates pmtrayed in the 
editorial cartoons and examined their persuasive use as a rhetorical form for the 2000 
presidential campaign. The primary purpose of this study was to analyze the agenda and 
framing of the 2000 presidential campaign by conducting a content analysis of editorial 
cartoons. The review of literature is organized into two major subsections, Election 
Campaigns and Editorial Cartoons, and concludes with a restatement of the research 
questions. 
Election Campaigns 
Mass media 
How powerful are the mass media in election campaigns? Generally, election 
campaigns are considered as media events. Denton (1998) argued that presidential 
campaigns are essentially "mass media campaigns" (p. 8). In other words, the media, in all 
of its forms (broadcast and print, news and entertainment) are the principal means of 
conducting presidential campaigns. 
The importance of media coverage of election campaigns has been discussed in 
several ways. Mass media considerably influence people on how to vote. The media supply 
infom1ation on the issues as well as help set the agenda for public discussion. Dalton (1998) 
argued that the mass media play an important role as an intermediary in election campaigns, 
when the media are the primary conduits for information on candidates and issues. Few 
voters attend a rally or have direct contact with presidential candidates or their 
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representatives. Instead, information presented in the media provides people with cues about 
policy positions, qualities, and abilities of the candidates. The mass media also report on the 
progress of each campaign, including how the American public is reacting to the candidates 
and their messages. From this information, as well as other sources, the public forms its 
images of the candidates and its voting choice (p. 111). 
Arterton (1978) argued that campaign organizations increasingly rely on " ... the 
durable communication structures in order to communicate with the electorate" (p. 6). Owen 
(1991) noted that the mass media provide substantial "political and candidate" information 
that works in conjunction with preexisting public political orientations to influence candidate 
images and issues (p. 173). Rice and Atkin (1989) also pointed out that the mass media can 
be used to improve awareness and knowledge, to stimulate interpersonal communication (p. 
10). Nelson (1984) mentioned the media's role, which expects to be important because the 
media exist at the boundary between the private and the public (p. 86). 
Denton (1998) argued that the mass media have caused both quantitative and 
qualitative changes in presidential elections (p. 35). Daily news coverage of the campaign, 
debates, political ads, and pseudo-events produces more campaign messages than ever 
before. From a qualitative standpoint, the media demand more sophisticated techniques of 
presentation, message creation, and targeting. 
The media especially influence the strategic political environment in two ways. 
News media portrayals influence candidate actions, issue positions, and campaigners' routine 
struggles for favorable coverage (Denton, 1998, p. 21 ). Candidates use paid media to 
position themselves for the forthcoming primary season. For example, throughout 1994, 
reporters and news correspondents asked virtually any Republican of national stature the 
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"big" speculative question of whether they were going to run for president. Any response 
fueled additional media speculation. Names included: Bob Dole, Phil Gramm, Lamar 
Alexander, Colin Powell, Jim Bennet, Dan Quayle, John Engler, Pete Wilson, George 
Voinovich, Arlen Spencer, Christine Todd Whitman, James Baker, and Dick Cheney, to 
name only a few. Thus, the media's role as "the great mentioner" provided drama in the very 
early stages of contest (p. 22). 
Therefore, the mass media perform powerful roles during elections. These include 
agenda-setting and the defining of candidate images. On one hand, Edwards and Wayne 
(1990) pointed out that much of the media's ability to perform these roles depends on access 
to the candidates, and that campaigns, within limits, control coverage by controlling access 
(pp. 34-38). Candidate organizations also use staged events and similar techniques in their 
efforts to control and dominate the news. On the other hand, Denton (1998) argued that no 
candidate can afford to rely on the media to safeguard his or her image and it is logical to 
' 
attempt to control the news (p. 9). He emphasized that a presidential candidate needs 
effective fund raising, a strong campaign organization, and to communicate a strongly 
focused message to gain success in the polls and at the polls. 
Newspapers 
Despite growing competition from cable television and the Internet, the newspaper 
remains a staple in most people's lives. A recent survey clearly highlights the political power 
and influence of newspapers compared to other mass media such as TV, magazines, radio, 
and the Internet. According to a survey conducted by Editor & Publisher/TIPP on 
September 11, 2000, more than half of all adults read a newspaper at least five days a week. 
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Moreover, a poll of 1,956 adults showed that regular newspaper readers are far more likely to 
vote than others and rely on newspapers for most of their presidential campaign news. 
In election campaigns, newspapers play the same basic roles as other mass media 
discussed above; however, they differ from other mass media in a couple of key areas. 
Newspapers are unique in their coverage of political campaigns because of the newspaper's 
ability to endorse political candidates. Newspapers also possess more opportunities for 
editorial comments than do television broadcasts. In fact, most newspapers devote a whole 
section of the papers to editorials. 
With most of the emphasis placed on newspaper endorsements, one may begin to 
wonder whether these endorsements really carry much weight when it comes to influencing 
people's perceptions of the candidates. Erikson (1976) found that a newspaper's editorial 
endorsement was significantly related to county-level voting patterns. Robinson and Coombs 
(1981) also documented a direct relationship between newspaper endorsements and the 
voting patterns of readers. Noelle-Neumann (1984) claimed that the media can have a strong 
influence on voting preferences when their message is clear and consistent. In summary, 
there is evidence that newspaper content can have a direct influence on public opinion and 
voting preferences. Thimmech ( 1985) argued that many see endorsing a political candidate 
as part of the media's "watchdog" role (p. 45). 
Statistics on editorial endorsements reveal that, currently, fewer newspapers explicitly 
endorse a presidential candidate (Stanley & Niemi, 1994), and there is evidence of a general 
decrease of partisanship among the contemporary press (Rubin, 1981 ). Conversely, Sabato 
(1991) argued that newspapers have become more openly critical of politicians and have 
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created unfavorable candidate images. Campaign organizations routinely claim that the 
media are projecting biased images of their candidates. 
In their study of the 1984 election, Culberston and Stempel (1991) found that a large 
majority of the general population was unaware of which candidate their local newspapers 
had endorsed (p. 197). Furthermore, their analysis of the relationship between a newspaper's 
editorial endorsement and any possible bias for that candidate in their news stories found that 
a large majority of the people stated that a bias existed in their newspapers for the endorsed 
candidate (p. 198). Empirical evidence suggests, however, that there is no correlation 
between newspaper editorial endorsement and a bias in favor of that candidate within their 
news stories. According to Ranney ( 1985), although there is occasional bias for the endorsed 
candidates, in the majority of cases, no bias exists. Furthennore, he asserted that readers who 
are aware of a particular newspaper's endorsement perceive a bias where none actually exists 
(pp. 191-197). In his study on the 1992 presidential election, Dalton (1998) also found that 
most newspapers did not take strongly partisan stands, and that a large proportion of the 
respondents did not perceive their daily newspaper as preferring one candidate. 
Dalton (1998) found that the content of editorials directly influenced candidate 
preferences; for example, newspapers that favored Bush on their editorial pages slightly 
increased support for Bush among their readers. Evidence that newspaper content can shift 
public images of the presidential candidate suggests that newspapers perform a persuasive 
role as well as an infomrntional function in elections. More than just framing events, 
newspapers provide political cues that may influence significantly the opinions of readers. 
Dalton added, however, that it is not clear whether this outcome is a consequence of media's 
independent influence or the effect of the campaign as transmitted by the press (p. 124). 
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Editorial Cartoons 
Devices 
Cartoons are one of the important instruments of editorializing in newspapers. 
Urisitti and Nordin (1995) suggested that cartoons play a large role in the editorial content of 
a daily newspaper (p. 1 ). Rather than providing simple entertainment, Pieper and Clear 
( 1995) emphasized the role of cartoons as providing social and political commentary. In 
addition, in that sense, cartoons long have been used to editorialize political campaigns. 
Widely credited as "the father of the editorial cartoon," illustrator Thomas Nast expressed his 
opinions on a wide range of political and social issues through cartoons during the last half of 
the l 91h century. Since then, many cartoonists, such as Herbert Block, Paul Conrad, Doug 
Marlette, Mike Peters, and Patrick Oliphant, have played significant roles in political 
processes with their cartoons serving as visual weapons. Despite this, few scholars have 
studied the role of cartoons in political communication. Among those who have conducted 
research on cartoons are: Fisher (1990, 1996), Hill (1978), and Medhurst and Desousa (1981, 
1982, 1984), and. Williams (1997) pointed out that the impact of cartoons has not been 
studied extensively. 
Research on political cartoons generally has focused on well-remembered images of 
the presidents, presidential candidates, and other political leaders (Williams, 1997). For 
example, there have been images of Nixon related to Watergate (Goldman & Hage, 1978; 
Wheeler & Reed, 1975), 1980 presidential candidates (DeSousa & Medhurst, 1982), Jimmy 
Carter's 1976 presidential campaign (Hill, 1978), Abraham Lincoln and Robert Kennedy 
(Morrison, 1969), Bill Clinton (Ursitti & Nordin, 1995), Ayatollah Khomeni (DeSousa, 
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1984), Saddam Hussein (Conners, 1995), and Clarence Thomas and Anita Hill (Marley & 
Mello, 1995). 
Persuasion 
Editorial 
Researchers who have studied cartoons as fonns of political communication have 
explored reasons why cartoons serve as effective means of editorial persuasion. First, 
cartoons have an ability to simplify complex issues into forms that are understood easily by 
the audience. Harrison (1981) noted the greatest power of editorial cartoons is in their ability 
to simplify and crystallize the complex events of the day (p. 79). He also pointed out that 
cartoons have all the advantages of clarity through simplification and exaggeration (p. 12). 
Medhurst and DeSousa (1981) noted that political cartoons are designed to convey an 
opinion visually, briefly, and in a form easy to interpret by readers. Political cartoons 
provide a simple, usually single, frame for a message by which complex events can be 
interpreted with a single glance; this makes it easy for readers to understand and remember 
editorial cartoons. 
Second, cartoons are able to editorialize in a way that newspapers cannot because of 
notions of objectivity. Winch (1999) argued that editorial cartoons are a fascinating 
journalistic anachronism because they often break the principles of objectivity and fairness 
through irreverence and biting humor. Mare1ette, a cartoonist, stated that cartoonists use 
unfairness, subjectivity, and distortion of facts to get at truths that are greater than the sum of 
the facts. Conners (l 995) asserted, "Political cartoons are a 'safe' area to express opinions 
and to make accusations as opposed to news reports which are to be factually based and not 
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inflammatory" (p. 22). Williams ( 1997) considered the editorial cartoon as a form of 
journalistic commentary designed to influence readers, as editorials and opinion 
commentaries are designed to do. In addition, editorial cartoons can demonstrate subtle cues, 
which other media cannot. He also argued that editorial cartoons are messages expressing 
opinions about the news, rather than factually reporting the news. Therefore, editorial 
cartoons can be placed along with editorials and opinion pieces. 
Visual 
The rhetorical strength of cartoons as a form of communication is derived from the 
fact that cartoon employs a visual mode of communication even though text might 
accompany an image for purpose of clarification. While language is deemed to be a more 
advanced mode of communication because of its ability to make explicit propositions which 
are vital to making arguments, visual modes of communication possess unique attributes that 
are said to be rhetorically more persuasive than language. 
Three characteristics of visual images make distinctive contributions to persuasive 
communication. Messaris (1997) suggested that there are three special qualities of visual 
images: their iconicity (analogical quality or likeness), their indexicality, and their nature of 
implicitness (syntactic indeterminacy). Each of these properties has a particular set of 
consequences for the persuasive uses of visual image (p. 13). Of the three characteristics of 
visual images, indexicality (all images produced by photographic means) is a critical 
ingredient in the process of visual persuasion. However, this characteristic of the visual 
image cannot be applied to the editorial cartoons because they are not produced by 
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photographic means. Thus, for the current study, only two characteristics of visual imagery 
(iconicity and implicit nature of the visual image) are discussed. 
First, iconicity is characterized by some form of similarity or analogy between the 
sign and its object. In another words, an image has an ability to simulate a real-world 
experience. There are many kinds of pictures (cartoons, sketches, stick figures, and black-
and-white photographs) whose visual characteristics, superficially, are quite different from 
the real-world objects or places they represent. Cartoons, which basically are made up of 
line drawings, may not be as iconic as photographs, which have a high degree of similarity to 
what they are intend to represent. But Messaris (1997) argues that iconicity does not 
necessarily entail a precise match between the appearance of a picture and reality. For 
example, even though the line may not look very much like a river, the line depicting a river 
on a map is an iconic representation of the course of the real river (p. 9). 
Recent research on cognition and perception suggests that even a very rudimentary 
match between image and reality is enough for the brain to be able to employ its real world 
processes of visual interpretation (Messaris, 2000, p. 9). Furthermore, each visual feature, 
from the smallest nuances of a person's facial expression to the overall physical appearance 
of people and places, can provide a wealth of emotional association (p. 13). For instance, 
caricatures are exaggerated portraits, usually of well-known figures, for the purpose of 
eliciting a humorous response from the viewer. Thus, Abraham (1997) noted that the ability 
of nonverbal information to stimulate one's sensory system directly may be made more 
powerful than verbal/textual infom1ation in infom1ing and influencing viewers of visual 
images (p. 103). 
14 
Thus, iconicity can make images appear more natural, and more closely linked to 
reality than words are. The iconicity can lead viewers to overlook the fact that all images are 
human-made and artificial productions (Messaris, 1997, p. 3). Messaris contended that the 
iconicity of visual form is of special interest for persuasive communication because many 
viewers tend to be less aware of the form or style than of the content of images. Therefore, 
fonn can be used as a relatively more subtle or indirect way of suggesting certain meanings 
and evoking viewers' reactions to them (p. 15). 
A supportive study by Mandall and Shaw (1973) found that viewers' evaluations of 
the power of a person mentioned in fake news items was affected significantly by the camera 
angle from which that person was photographed; lower angles caused higher power ratings. 
However, the viewers mostly are not aware of the use of camera angle in the fake news 
segment. Abraham (1997) argued that the visual images perform a persuasive function very 
effectively because of the ability of iconicity properties to create concrete simulations of 
reality, which can inveigle viewers into being unaware of the fact (p. 115). The iconic ability 
to seemingly reproduce nature, while at the same time camouflaging its constructed nature, 
makes visual imagery an effective tool for ideological exposition (Messaris & Abraham, 
2000, p. 8). 
In addition, visual communication is characterized by a lack of explicit means for 
identifying other ways images might be related to each other. Compared to visual language, 
as Messaris (1997) noted, a distinctive characteristic of verbal language is the fact that it 
contains words and sentence structures that allow the user to be explicit about what kind of 
connection is being proposed in such statements (p. 11 ). Abraham and Messaris (2000) 
illustrated propositions about types of connections between two entities: causality ("x caused 
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y;" "xis due toy," etc.), comparisons (''xis better than y," "x equals y," etc.) and 
generalizations ("x is typical of y"). 
In comparison with verbal language, visual images, on the other hand, do not have an 
equivalent of this type of syntax for making such propositions. Visual syntax lacks a set of 
explicit devices for indicating causality, analogy, or any relationships other than those of 
space or time. In visual communication, syntactic conventions are loose, imprecise, and 
unsystematic. Messaris (1997) pointed out that this implicitness of visual syntax has a major 
' 
consequence for the persuasive uses of visual image (p. 19). Abraham and Messaris (2000) 
argued that visual propositions are more reliant on the viewer's ability to make intuitive 
sense of implicit meaning based on contextual or other cues. Because a visual argument 
cannot be entirely explicit, making sense of it may require of the viewer a greater degree of 
mental participation than otherwise would be the case. Therefore, in a way, the viewer's 
interpretation of visual argument is more of an image of her or his mind than it would be if 
the argument were completely explicit to begin with. Messaris (1997) argued that if people 
are more likely to adopt a proposition that they themselves have been induced to construct, 
then the implicitness of visual syntax and argumentation can be seen as a potentially strong 
point of visual persuasion (p. 18). Abraham ( 1997) also contended that the implicit, rather 
than explicit, qualities of visual imagery make visual images a perfect avenue for the 
articulation of ideology (p. 99). 
With these characteristics of visual images (iconicity and its implicit nature), editorial 
cartoons may be used to persuade and to perpetuate ideas that words alone cannot. Fisher 
( 1996) argued that exaggeration and distortion are essential to editorial cartoons. Yet, to be 
both effective and honest, they must be rooted in some semblance of factual reality (p. 46). 
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Readers of editorial cartoons may be less aware of the process of framing when it occurs 
visually than when it takes places through only words. Consequently, editorial cartoons may 
have the capacity of conveying messages that would meet with greater resistance if put in 
words, but which are received more readily in visual fonn. Thus, editorial cartoons can be a 
powerful means to convey political messages and thus can be used to persuade their readers. 
Cultural significance 
DeSousa and Medhurst (1984) suggested three basic paradigms to explain the cultural 
significance of cartoons: psychoanalytic, sociological, and rhetorical. The psychoanalytic 
approach contends that " ... symbolism is the heartbeat of caricature" (p. 84 ). In other words, 
cartoons are adults' way of displacing aggression through the adoption of a symbolic 
substitute. As a leading exponent of this view, Ernst Kris (1952) argued that " ... adult comic 
invention, and certainly the comic in its tendentious forms, helps in obtaining mastery over 
affects, over libidinal and aggressive tendencies warded off by the superego; the ego acting 
in the service of the pleasure principle is able to elude them by taking the path of comic 
expression" (p. 183). 
The sociological paradigm moves outside of the mind and motives of comic 
inventions to stress the societal structure, which limits and enhances caricature, the symbolic 
resources available in such a society, and the potential meaning and uses of such symbology 
within specific sociopolitical contexts. DeSousa and Medhurst ( 1984) argued, " ... caricature 
is a way of catching at a glance the meaning of an event, a person in the news, or a pictorial 
summary of a current power constellation" (p. 85). From a sociological perspective, showing 
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the interrelationships of people, events, and power relations is the primary function of 
political cartooning. 
The rhetorical approach borrows from both psychoanalytic and sociological 
perspectives as well as from Gestalt psychology to comment on the interaction of creator, 
message, and audience (DeSousa & Medhurst, 1984, p. 85). This framework emphasizes 
cartoons as a medium of persuasion. 
Function 
A number of experts have speculated specifically on the functions cartoons serve in 
society. Medhurst and DeSousa (1980) identified four major functions of cartoons: 
entertainment, aggression reducing, agenda-setting, and framing. Among these, the agenda-
setting and framing functions are perhaps central to the role cartoons play as instruments of 
political communication in society. 
Agenda-setting 
The theory of agenda-setting postulates that mass media do not tell the public what to 
think, but rather, what to think about. In other words, the disseminators of information to the 
public mentally order and organize society's agenda of topics and issues. The theory of 
agenda-setting describes the mass media as society's gatekeeper of information. The media 
determine which items of information hold significance for society. In doing so, media 
dictate what exists as newsworthy and what does not. Furthermore, the mass media assign 
weights of relative importance to the items it deems newsworthy through the emphasis 
placed upon each item of information, such as front page, coverage, color photograph, etc. 
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Grounded in ideas first put forward by Lippman in the 1920s, this phenomenon has 
come to be called the agenda-setting role of the news media. Contrasting this view with 
earlier expectations of massive media effects on attitudes and opinions, Cohen (1963) noted 
that the mass media may not be very successful in telling us what to think, but the media are 
successful in telling us what to think about (p. 14 ). 
There is considerable empirical evidence in support of this argument. McCombs and 
Shaw (1977) argued that the issues presented by the media are strongly correlated with the 
public's own issue interests. Thus, agenda-setting theory focuses on the cognitive, indirect 
effects of mass media. This theory has led mass communications' researchers to study hov./ 
media news coverage affects an issue's salience, rather than on the media's direct effects on 
audience members' attitudes and behavior. A number of other surveys found similarly high 
agreement between public interests and media content with different samples and under 
different media conditions (Coombs, 1981; McCombs, 1981; Shaw & McCombs, 1977). 
More recently, however, the news agenda have shifted from being an independent 
variable to a dependent variable. The central research question has changed from who sets 
the public agenda to who sets the news agenda. There is recognition that public agenda may 
influence the media as well. McCombs (1994) asserted that the news agenda is set by 
external sources and events not under the control of journalists (p. 9). In this way, the 
agenda-setting theory is quite circular. The agenda the media decide to follow must be of 
interest to its audience. 
The agenda-setting function of the editorial cartoon is related to its dependence on 
timeliness for much of its editorial impact. Although selected editorial cartoons may speak 
to universal audiences with timeless messages, most political caricatures invariably are 
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rooted in the now, in today's headlines. It is precisely the cartoon's dependence on the 
political present that makes it an important index to the major issues of the day. 
Dennis (1974) argued that the editorial cartoon is an important tool in the formation 
of public opinion on various salient issues. Medhurst and DeSousa ( 1981) suggested that 
political cartoons can contribute to the agenda-setting generally attributed to the major media 
through providing readers with some sense of the most significant issues, events, or topics (p. 
92). They emphasized that to be a part of the public agenda in the campaign, the person or 
issues related to a candidate regularly try to attract the major cartoonists because they 
supposedly are such sensitive reflectors of society's most important issue (p. 92). 
Framing 
Agenda-setting as a concept is not limited to the correspondence between salience of 
topics for the media and the audience. This concept also can include the saliency of various 
attributes of these objects (topics, issues, persons, or whatever) reported in the media. To 
what extent is our view of an object shaped or influenced by the picture sketched in the 
media, especially by those attributes that the news media treat as newsworthy? 
Thus, a number of scholars have attempted to extend the boundaries of agenda-setting 
theory to include the concept of framing. Framing theory suggests that the media place a 
frame ofreference around the audience's thought process. A media frame is the central 
organizing idea for news content; it supplies context and suggests how an issue should be 
interpreted. This definition suggests that media not only set the agenda but also transfer the 
salience of specific attributes to issues, events, or candidates. 
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Entman (1993) contended that to frame is to select some aspects of a perceived reality 
and make them more salient in a communicating text, to promote a particular problem 
definition, causal interpretation, moral evaluation, and/or treatment recommendation for the 
item described (p. 52). 
Gitlin (1980) viewed frames as " ... persistent patterns of cognition, interpretation, and 
presentation, of selection, emphasis, and exclusion, by which symbol-handlers routinely 
organize discourse ... " (p. 7). There exists in news texts a largely unspoken and 
unacknowledged concept called "media frames" that organize the world both for journalists 
who reported it and, in some important degree, for consumers who rely on their reports (p. 6). 
Gamson and Modigliani (1987) defined a media frame as "a central organizing idea or story 
line that provides meaning to an unfolding strip of events suggesting what the controversy is 
about, the essence of the issue" (p. 143). The role of such frames is varied, according to 
Tuchman (1978), who considered their ability to organize everyday reality as their most 
important task. The news frame, he suggests, is part and parcel of everyday reality because 
the public character of news is an essential feature of news. 
Recently, Reese (2001) argued, "Frames are organizing principles that are socially 
shared and persistent over time, that work symbolically to meaningfully structure the social 
world" (p. 11 ). Thus, framing is concerned with the way interests, communicators, sources, 
and culture combine to yield coherent ways of understanding the world, which are developed 
using all of the available verbal and visual symbolic resources. 
Dietram ( 1999) distinguished between media and audience frames. At the media 
level, according to him, journalists' framing of an issue might be influenced by several 
social-structural or organizational variables identified earlier by Tuchman (1978). At the 
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audience level, frames as the dependent variable are examined mostly as direct outcomes of 
the way the mass media frame an issue (Price, Tewksbury, & Powers, 1995, 1996). 
Previous research has proposed that at least five factors potentially influence how 
journalists frame a given issue: social norms and values, organizational pressures and 
constraints, pressures of interest groups, journalistic routines, and ideological or political 
orientations of journalists (Shoemaker & Reese, 1996; Tuchman, 1978). 
Van Dijk (1985) suggested that the way news is framed in the mass media is a result 
of social and professional routines of journalists. Edelman ( 1993), who concluded that the 
choice of frames often is "driven by ideology and prejudice," echoes this finding. Gamson 
and Modigliani ( 1987) posited as well that the formation of frames can be explained by an 
interaction of journalists' norms and practices and the influence of interest groups. 
Researchers have tried to identify the various ways in which frames are signified in 
media texts. Pan and Kosicki ( 1993) identified four types of structural dimensions of news 
that influence the formation of frames: (a) syntactic structures, or patterns in the 
arrangements of words or phrases; (b) script structures, referring to the general 
newsworthiness of an event as well as the intention to communicate news and events to the 
audience that transcends their limited sensory experiences; (c) thematic structures, reflecting 
the tendency of journalists to impose a causal theme on their news stories, either in the form 
of explicit causal statements or by linking observations to the direct quote of a source; and 
( d) rhetorical structures, referring to " ... the stylistic choices made by journalists in relation to 
their intended effects" (p. 69). 
Entman (1991) identified five traits of media texts that set a certain frame of 
reference, and therefore have a critical impact on the infonnation processing of audiences: (a) 
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magnifying or shrinking elements of the depicted reality; (b) agency, or the answer to the 
question "who did it"; ( c) identification with potential victims; ( d) categorization, or the 
choice of labels for the incidents; and ( e) generalizations to broader national contexts. Huang 
(1996), using content analysis of survey data that measured media frames as the independent 
variable and audience frames as the dependent variable, acknowledged that media frames not 
only find their way into audience frames, but that when media and audience frames overlap, 
the media and the audience accord different weights to those frames. 
Nelson et al. (1997) asserted that journalists' common reliance on elite sources for 
quotes, insight, analysis, and infornrntion means that the media often serve as conduits for 
individuals eager to promote a certain perspective to a broader public reliance. They 
regarded those elites as the source of many frames and framing devices, and assert that this 
makes news organizations readily construct media frames on their own to summarize 
concisely the kernel of a story (Nelson, Clawson, & Oxley, 1997). 
DeSousa (1984) suggested the major function of cartoons for readers is as a frame for 
encompassing complex issues and events (p. 205). These frames are a condensation of a 
number of interrelated themes, ideas, and motives into one easily comprehended image. An 
editorial cartoonist usually has only one frame with which to work, so the efficient use of 
forms within that frame is essential if the cartoonist is to achieve the desired end. Editorial 
cartoonists must achieve a concrete understanding with the reader at the same time. To 
achieve the purpose the editorial cartoonist must fonnulate imagery that is compelling and 
powerful, drawing frequently from potent symbols within political and cultural mythology 
(p. 205). 
23 
Medhurst and DeSousa (1981) argued that this condensed nature of the political 
cartoon equips it for the reduction of complex issues into a simple visual design (p. 93). By 
reducing a complex issue or event to a simple metaphorical form, the political cartoon 
provides the reader with an attractive illusion of understanding that can serve as a touchstone 
for subsequent thought or action (DeSousa, 1984; Medhurst & DeSousa, 1981 ). For 
example, the study of political cartoons from the 1980 campaign (Medhurst & DeSousa, 
1981) illustrates nine frames of metaphors that were used to condense or characterize the 
campaign as: (1) combat/battle, (2) gamble, (3) media event, ( 4) double-bind/nonchoice for 
voters, (5) race, (6) circus, (7) beauty contest, (8) sports/game, and (9) mudslinging/dirty 
business (p. 93). DeSousa (1984) analyzed editorial cartoons on Ayatollah Khomeini and 
demonstrated frames of the cartoons that were used to portray him. According to DeSousa's 
analysis, Khomeini was framed as a madman, religious fraud and manipulator. Thus, the 
frame of a cartoon provides the audience an orientation or context to understand an issue. In 
addition, the framing function of cartoons derives from its very nature: its need to condense 
information. 
Sources of rhetorical inventions 
In its communication functions (agenda-setting and framing), cartoons draw on four 
main rhetorical tropes for its inventions. Medhurst and DeSousa (1981, 1984) discussed the 
four kinds of rhetorical inventions: political commonplace, literary/cultural allusions, personal 
character traits, and situational themes. 
Political commonplaces are those topics available to any cartoonist working within a 
modem nation-state. Such topics include the state of the economy, the defense of the nation, 
24 
foreign relations, the political process, and the electoral framework, such as campaigning, 
polling, strategies, voting, and special interests. They form the core of political cartoons in the 
sense that one cannot create graphic caricatures on a regular basis without some awareness of 
these predictable subthemes (p. 86). It is the explications given to categories of common 
places that manifest themselves in the agenda-setting function of cartoons. 
A second source of cartoon image-making is the literary/cultural allusion. Wechsler 
( 1982) called it an emblematic type. It can include any fictive or mythical character, and any 
narrative or fonn, whether drawn from legend, folklore, literature, or the electronic media. In 
each instance, the meaning of the image derives not solely from the political commonplaces it 
employs but also from the interaction of the commonplace with an allusion to an identifiable 
fiction. The allusion provides us with an orientation or understanding an issue. To decode the 
cartoon, one must be somewhat familiar with the literary or cultural sources to which it refers. 
For example, Patrick Oliphant portrayed John Anderson, a third-party candidate, as Don 
Quixote, who can be portrayed as either a courageous man of principle or a mad man (p. 86). 
A cartoon employing the literary/cultural allusion derives its impact not only from the political 
event or figure it treats but also from the interaction of that person/event with identifiable 
fiction or a historical event. To decode the cartoon in line with the cartoonist's intent requires 
familiarity with the fictive or cultural fom1 to which it refers (p. 87). It is this realm of 
literal/cultural allusions that facilitates editorial cartoons as framing devices, i.e., they help 
provide the orientation with which an event has to be understood. 
A third source draws on popular perception of the politician's personal character. Such 
traits as intelligence, honesty, age, morality, charisma, and leadership ability can be 
transformed into a combination of imagery and caption. The trait must exist to some extent in 
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popular consciousness or graphic tradition before it can be amplified and caricatured by the 
artist. For example, Patrick Oliphant used the visual icons associated with old age-cane, 
shawl, wheel chair-as well as caption to comment editorially on Ronald Reagan's advanced 
years. 
Idiosyncratic and transient situations, which appear unexpectedly during the course of 
a campaign, constitute a fourth source of rhetorical invention in political cartoons. Such 
events may have an immediate impact and contain a timely message, but they have little 
salience beyond their immediate context. The transient source of these rhetorical inventions 
makes many historical cartoons incomprehensible to modem readers. These transient events 
take their meaning from their idiosyncrasies of the campaign experiences. 
Medhurst and DeSousa (1981) discussed the basic graphic dispositional form (contrast, 
contradiction, and commentary) that cartoonists use in enhancing their rhetorical function. 
Contrast can be a major form, and two others are minor forms. First, the basic form of 
rhetorical disposition or arrangement employed by the editorial cartoonist is contrast: the 
contrast between new ideas and time-tested principles, the contrast between competing 
ideologies, the contrast of wealth and poverty. Unlike the speaker or writer who develops 
ideas sequentially in time or space, the editorial cartoonist must convey the message at a single 
glance (p. 205). John Sherffius, a famous cartoonist, notes, "The most effective editorial 
cartoons can be understood at a glance." Cartoonists usually present their ideas within the 
confines of a single frame. To convey successfully the intended meaning to the reader, the 
artist must build into the frame one or more basic contrasts or tensions to help clarify meaning 
(p. 206). These contrasts may be between visual fonns, between images and text, between two 
or more verbal texts, or between popular conception and visual forms. 
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In addition to contrast as the major dispositional form, there also are two minor forms 
ofrhetorical arrangement: commentary and contradiction. Commentary occurs when the artist 
simply gives the reader a perception as "truth" without bothering to inform the reader about 
the clash or tension from which this "truth" emerged. Medhurst and Desousa ( 1981) argued 
that such commentary is an expected and safe form of disposition clearly because it offers a 
popularly accepted image and requires only that readers recognize the congruence between 
what "is" and what is "imaged" (p. 207). 
A second minor dispositional form revels in the exposition of dichotomies and the 
unmasking of polarities. This form is contradiction. Like contrast, contradiction depends on a 
clash of forms, both visual and textual, within the frame. Contradiction, however, invites not 
attention but condemnation. All reasonable people condemn the individual, party, or idea 
being exposed because it has been judged guilty of that most unpardonable political sin, 
hypocrisy. 
Research Questions 
This study continues in the tradition of the few studies that have attempted to define 
cartoons as a persuasive form of communications that contribute particularly to the political 
discourse of a society. 
In applying some of the past theoretical perspectives and methods to the study of a 
specific political issue, the 2000 presidential campaign, this study intends to help 
understanding of methods used in the study of editorial cartoons. It also hopes to create a 
better understanding of how the media helped form or orient public opinion in the last 
presidential campaign. To reveal the imaged rhetorical inventions used in framing editorial 
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cartoons, we also will be able to get a better understanding of images priced in the American 
culture that are being used to frame issues. 
Applying the content analysis methods used by Medhurst et al. ( 1981) to address 
political cartoons, this study attempted to understand how editorial cartoons helped to shape 
our understanding of the 2000 presidential election. An in-depth review was conducted of the 
topics that are emphasized, and how presidential candidates are framed in the editorial 
cartoons of the 2000 presidential campaign. The research questions this study attempted to 
answer are listed as follows. 
Research Question I: What were the agenda items raised in editorial cartoons throughout the 
2000 presidential election? What particular topics or events were emphasized in the editorial 
cartoons in the 2000 campaign? 
Following the formulation of framing theorists, the study also analyzed how editorial 
cartoons framed the 2000 presidential candidates. 
Research Question 2: How did cartoonists frame the presidential candidates and interpret the 
2000 presidential campaign? 
The importance of this research study lies in the fact that this research might 
contribute to expanding the body of existing research on editorial cartoons as a rhetorical 
device that help orient the public on important political issues. 
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CHAPTER 3. METHODOLOGY 
Research Design 
The purpose of this study was to identify and describe: (1) topics or events 
emphasized in the editorial cartoons, and (2) framing strategies that have been applied to 
inform the public about the candidates and issues in the 2000 presidential campaign. To 
achieve these objectives, content analysis of the editorial cartoons was undertaken to analyze 
the agenda and framing of the 2000 presidential campaign. 
A classic definition of content analysis was provided by Berelson (1952), who 
defined content analysis as:" ... research techniques for the objective, systematic, and 
quantitative description of the manifest content of communication" (p. 18). Wimmer and 
Dominick (2000) described content analysis as: " ... a method of studying and analyzing 
communication in a systematic, objective, and quantitative manner for the purposes of 
measuring variables (p. 135)." 
The objectivity of content analysis comes from precisely defined categories, which 
can be applied by different people on the same data to get the same results (Wimmer & 
Dominick, 2000, p. 13 5). "Quantitative" means recording the numerical values or 
frequencies of the various defined types of content that occur. This quantification helps 
researchers to gain an aggregate measure of a topic or message. (p. 136). 
Content analysis also has been described as a method of research that uses procedures 
to make inferences from text (Weber, 1990). Krippendorf (1980) defined it as a research 
technique for making replicable and valid references from data to their context. Some critics 
of content analysis argue that its definition of "reliable" equates reliability with quantitative 
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methods of analysis (Slater, 1998). Krippendorf (1980) insisted that content analysis is a 
way of understanding the symbolic qualities of texts, by which he means the way that 
elements of a text always refer to the wider cultural context of which they are part. This 
means that issues of meaning and interpretation, which are essentially qualitative, may be 
part of content analysis. Thus, Krippendorf ( 1980) clarified that content analysis involves 
various qualitative procedures. 
Stacks and Hocking (1992) contended that content analysis at a qualitative level leads 
a researcher to move one step further to understand the latent content, or the deeper meanings 
that are intended or perceived (p. 254). More recently, Reese (2001) suggested that 
quantification's precise measurement makes it preferred by many scholars, but the most 
important frame may not always be the most frequent. Its importance may be symbolic. On 
the other hand, the qualitative tum of much framing analysis helps resist the reductionistic 
urge to sort media texts and discourse into containers and count their size of frequency (p. 8). 
Indeed, some define frames as an inherently qualitative construct. Thus, content analysis and 
qualitative methods are not mutually exclusive. 
Content analysis can be applied to any kind of text, even the visual such as television, 
film, cartoons, photos, etc., and it can be used to assess comparisons with these messages and 
texts or visuals. According to Wimmer and Dominick (2000), a main purpose for choosing 
the content analysis method of research is for testing hypotheses of message characteristics, 
comparing media content to the real world, assessing the image of particular groups in 
society, and establishing a starting point for studies of media effects (pp. 113-115). 
This study focused on defining the nature of the agenda of issues set by editorial 
cartoons, and detennining how the cartoons framed the 2000 presidential campaign to orient 
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the audiences' understanding of campaign issues. Accordingly, this researcher should make 
an appropriate distinction between agenda-setting (topics/issues) and framing (attributes of 
issues that orient audience understanding) functions of cartoons to provide a main 
justification for the author's methodology choice, content analysis, which allows researchers 
to use both quantitative and qualitative approaches. 
Agenda-setting 
This function points to the fact that cartoons derive from prevailing headlines on the 
media. Although selected editorial cartoons may speak to universal audiences with timeless 
messages, most political caricatures invariably are rooted in the now, in today's headlines. It 
is precisely the cartoon's dependence on the political present that makes it an important index 
to the major issues of the day. In this sense, " ... political cartoons may contribute to the 
agenda-setting generally attributed to the major media in the sense that they provide readers 
with some sense of the most significant issues, events, or topics" (DeSousa & Medhurst, 
1981, p. 92). Accordingly, cartoons through the topics they emphasize become reflectors of 
society's most important political issues. However, the topics/issues exist at a macro level, 
and the salience of a topic is inferred through gauging quantitative frequencies of various 
topics. Thus, the use of quantitative content analysis to infer the salience of various topics in 
the agenda set by the media. 
Framing 
The salience of topics/issues, gauged through calculating frequency distribution of 
topics at the macro level, give little clue to the attributes of the topics, or how we are oriented 
to understand the macro topics. This is where framing enters the description. 
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Framing points one beyond macro topics to interpretive packages used to define the 
topics, i.e., how one is oriented to understand a topic. Thus, framing provides one with the 
culture of an issue, i.e., the different interpretive packages or the different ways the cartoonist 
or communicator directs the audience to understand the topics. Framing, which is much 
more qualitative and interpretive, goes beyond the simple listing and quantitative frequencies 
of topics that signify the importance allotted to particular issues or topics within presidential 
elections. In addition, framing, which deals with issues of meaning and interpretation, is an 
essentially interpretive and qualitative approach (Reese, 2000). Thus, this study used 
qualitative and interpretive approaches to identify the dominant frames the cartoons used in 
defining the presidential elections. 
Sampling and Data Collection 
All editorial cartoons analyzed in this study were from a Website created by 
syndicated editorial cartoonists and the National Cartoonists Society's first vice president, 
Daryl Cagle (http:cagle.slate.msn.com/2000/). The site is a unique resource, featuring the 
largest collections of newspaper editorial cartoons on the Web. The works of 78 newspaper 
editorial cartoonists are presented with the permission and participation of the creators 
including top names in the field such as Pulitzer winners Steve Breen, David Horsey, Jeff 
MacNelly, Mike Peters, Michael Ramirez, Dick Rocker, and Signe Wilkinson. The Web site 
has numerous editorial cartoons portraying the 2000 presidential election, from national and 
local newspapers. Updated daily, the site displays over one thousand cartoons as of 
November, 2000. 
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The use of online databases has unique advantages as well as disadvantages. An 
advantage of conducting a study using an online database is that it allows for quick and 
efficient retrieval and search, saving a significant amount of time and effort in what could 
have been a tedious data gathering process. Time and cost could have been a major 
hindrance for enabling an effective and efficient content analysis, and use of the databases 
deterred these problems from arising. However, one major disadvantage of data retrieval 
using a database is that there is no way the researcher actually can see the visual placement 
of editorial cartoons on an editorial page of a newspaper. Thus this factor could not be 
analyzed as part of the study. 
To create the population for this study, the researcher first had to define the 
parameters in terms of a specific period. To accomplish this preliminary task, an inventory 
was created of cartoons portraying the 2000 presidential election from the Website and 
numbered the cartoons. Next examined was the number of editorial cartoons appearing from 
August 1 to November 7, 2000, when frequency of coverage was at its height. In his study of 
the 1996 presidential campaign, Sewell (1998) mentioned that the distribution of editorial 
cartoons across the campaign is at the high point between both parties' national conventions 
and election day (p. 166). In that sense, this period (August 1 to November 7, 2000) was 
essential to spot trends in portrayal over time because both the Democratic Party and the 
Republican Party held conventions to select a presidential candidate for the party in August 
(convention month). In addition, the presidential debates draw national attention in this 
period, and November 7 was election day in 2000. After the nominating conventions, a 
presidential campaign makes its most focused effort. Thus, this period is crucial in 
solidifying or creating candidates' images that will influence public opinion and the result of 
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an election. For these reasons, the researcher selected the period from August 1 through 
November 7, 2000, and analyzed the pattern of coverage in terms of the distribution of 
editorial cartoons. 
Second, to make the analysis manageable, the current study concentrated on the two 
main candidates in 2000, George W. Bush and Al Gore, as primary news sources and 
subjects of editorial cartoons in the 2000 presidential election. In his study of editorial 
cartoons during the 1996 presidential campaign, Sewell (1998) contended that three major 
candidates (Bill Clinton, Bob Dole, and Ross Perot) were represented in cartoons roughly 
proportional to their final vote percentages (p. 169). This justifies the selection of Bush and 
Gore as the main candidates of this study. Thus, the sampling frame for this study was all 
editorial cartoons in which the two presidential candidates (George W. Bush and Al Gore) 
appeared either solely or together, and themes related to them, which spanned from August l, 
2000, to November 7, 2000. 
The next step was to generate randomly the sample to be used for analysis. A total of 
423 editorial cartoons were generated from the Website based on the time period and 
appearance of two candidates. The researcher decided that an analysis of 25% of the 
cartoons would be a sufficient sample size to achieve validity. The researcher printed and 
numbered these 423 cartoons as a preliminary step in creating the sample. 
The random number generator function of Microsoft Excel was used to randomly 
generate 25% of the total number of the editorial cartoons. This analysis tool fills a range 
with independent random numbers drawn from one of several distributions. To return a 
random number between the numbers the researcher wished to specify (the random number 
being the number 1 and the number representing the total number of editorial cartoons), the 
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RANDBETWEEN (lowest number, highest number)" worksheet function was used, until a 
random sample of 25% of the total number of cartoons was achieved. The corresponding 
numbered cartoons then were pulled from the inventory for each of the numbers determined 
in the random number generation process. The researcher then printed out these designated 
editorial cartoons from the Website and used these cartoons as the sample for the research 
study. By using this method of sampling, each editorial cartoon in the Website within the 
time frame-August 1 through November 7, 2000-had an equal probability of being 
selected. 
This multistage sampling procedure yielded a random sample size of 103 syndicated 
and exclusive editorial cartoons on the presidential election appearing on the op-ed pages of 
51 newspapers nationwide and two publications from around the world. The analysis 
included the works of 61 editorial cartoonists. Each editorial cartoon then was given an 
analysis identification number from 1 to 103. 
Measurement 
An editorial cartoon was defined as any visual/verbal, non-narrative commentary, 
typically in single-panel form, which is a basic and popular format of cartoons without 
sequence. The editorial cartoons are created by a staff member of newspaper or appearing 
originally on the editorial page of a daily newspaper. For this study, the unit of analysis was 
the single-frame editorial cartoon portraying the two presidential candidates. The single-
framed format of cartoons usually has no sequence, which makes it different from comic 
strips. 
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Agenda 
Rogers and Dearing (1996) defined an agenda as a set of issues that are 
communicated in a hierarchy at a point in time. Thus, the agenda was defined as the set of 
main salient topics (i.e., drug use), issues (i.e., foreign policy), and events (i.e., Republican 
convention) covered in the presidential campaigns in the single-panel form of cartoons. 
Based on preliminary coding of the sampled editorial cartoons and analyzing studies 
on presidential campaigns, the researcher identified 13 topics, issues, or events that were 
salient in the editorial cartoons of the 2000 presidential campaign. The items then were used 
for content analysis to determine the nature of the agenda set by the editorial cartoons. The 
13 topics identified are listed as follows: 
1. Candidates' Character: This includes any topic related to the presidential 
candidates' personal characters. 
2. Clinton's Legacy: This includes any topic related to Bill Clinton or his scandal. 
3. Candidates' Competency. This indicates any topic related to the candidates' abilities 
as a leader. 
4. Death Penalty: This includes any issue related to "death penalty." 
5. Debates: This includes any event related to the debates during the 2000 presidential 
campaign. 
6. Democratic Convention: This includes any topic related to the Democratic Party 
convention held at Los Angeles, California. 
7. Drug Use: This includes any issue related to the drug use record of presidential 
candidates. 
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8. Foreign Policy: This includes any issue related to candidates' knowledge on foreign 
policy. 
9. Fund Raising: This includes any issue related to the fund raising activities of the 
presidential candidates. 
10. Campaign Advertisements: This is related to the "rat ads" produced by the 
Republican Party. 
11. Republican Convention: This includes issues related to the Republican Party 
convention held at Philadelphia, Pennsylvania. 
12. Taxes: This includes any issue related to the tax proposals of candidates. 
13. Other: This includes any other topic not falling clearly within the defined parameters 
above. 
A standardized coding sheet of the 13 items was used to identify the agenda in the 
sampled cartoons. Two coders, the researcher and another graduate student, worked 
independently and coded the content of the editorial cartoons. Before formal coding began, 
the researcher conducted a pretest of 5% of the sample (6 cartoons) to test the coding sheet 
and to train the second coder formally to attempt to achieve a high level of inter-coder 
reliability. The fonnal coding procedure was conducted using standardized coding sheets 
and a coding guide designed by the researcher (Appendix A). 
After coding, an inter-coder reliability test was conducted to ensure the reliability of 
results. The following fomrnla proposed by Holsti (1969) was applied to determine 
reliability for this study. 
2M 
Reliability = 
Nl +N2 
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where M represents the number of agreements of the two coders' coding decisions, and Nl 
and N2 refer to the total number of coding decisions made by the first and second coder, 
respectively. The value of inter-coder reliability in this study ranged from 86.5 to 90.1 %. 
Identifying frames 
DeSousa (1984) suggested the major function of cartoons for readers is as a frame for 
encompassing complex issues and events (p. 205). These frames are a condensation of a 
number of interrelated themes, ideas, and motives into one easily comprehended image. An 
editorial cartoonist usually has only one frame with which to work, so the efficient use of 
fonns within that frame is essential if the cartoonist is to achieve the desired end. 
Accordingly, editorial cartoonists must achieve a concrete understanding with the reader at the 
same time. To arrive at this purpose the editorial cartoonist must formulate imagery that is 
compelling and powerful, drawing frequently from potent symbols within political and cultural 
mythology (p. 205). 
Frames refer to the preferred central organizing themes that suggest how the reader 
should think about a particular event or subject in a story, or how the story should be decoded. 
To frame the presidential candidates and campaign issues, cartoonists frequently use literary or 
cultural allusions, such as any fictional or historical character, and various narrative forms, 
whether drawn from legend, folklore, literature, or the mass media. 
Entman (1993) contended that framing is to select some aspects of a perceived reality 
and make them more salient in a communicating text, to promote a particular problem 
definition, causal interpretation, moral evaluation, and/or treatment recommendation for the 
item described (p. 52). 
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Frames or interpretive packages have signifying elements, which together point to or 
suggest how a particular topic or subject is to be understood. The signifying elements include 
the use of metaphors and literary/cultural allusions, exemplars, catchphrases, visual images, or 
choice of words, which together suggest how a topic is to be understood (Gamson & Lasch, 
1983). One arrives at frames or interpretive packages through examining the cartoons for 
signifying elements that suggest particular orientations or ways of understanding. Thus, to 
answer the second research question, the study will examine the various cartoons for 
signifying elements that suggest particular interpretive packages. 
A qualitative and interpretive analysis of the cartoons, examining signifying elements, 
revealed seven main interpretive packages or frames used to orient understanding of the 
cartoon. The seven frames were defined as follows: 
1. Personal character: This character component frame deals with exaggeration, 
honesty, integrity, and temper (personality) of the presidential candidates in the 2000 
campaign. The author identifies two sub-elements of this frame: exaggeration and 
dishonesty, and personality and temperament. 
2. Competency: This frame refers to intelligence, capability, and political effectiveness 
as a presidential candidate or leader. 
3. Clinton's shadows: Of particular concern in the 2000 campaign was a candidate's 
ability to disassociate from overt influences. For Gore, a controversial and 
impeached president was the primary problem. This frame indicates how Gore tries 
to disassociate from Clinton's scandals or presidency, which affect the presidential 
candidates and the campaign. 
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4. Public reaction: This audience-oriented frame indicates how the public views 
presidential candidates (i.e., George W. Bush), issues (i.e., debates, personal 
character), or a group or organization (i.e., Democratic Party) involved in the 2000 
campaign. 
5. Media performance: This frame indicates how media practitioners performed or 
covered the presidential candidates and campaign. 
6. Sports: This frame refers to the presidential campaign as a game or sports event (i.e., 
baseball game, or race). 
Data Analysis 
The Statistical Package for the Social Sciences (SPSS 11.0 for Windows) was used in 
this study for statistical computer analysis. Since this study used large amounts of data as the 
basis for the analysis, SPSS was helpful to manipulate and analyze these data. To answer the 
first research question concerning the agenda set by the cartoons, a frequency analysis of the 
topics/issues identified was tabulated and percentage distributions were noted. In addition, a 
chi-square test was conducted to examine association between the occurrence of agenda 
topics addressed in editorial cartoons and appearance in these cartoons of the 2000 
presidential candidates. 
To answer the second research question concerning how the cartoons helped frame 
the campaign, the interpretive packages or frames identified and their signifying elements 
were interpreted qualitatively to show how each frame is suggested and how they help orient 
the audience's understanding of the issues of the campaign. 
40 
CHAPTER 4. RESULTS AND DISCUSSION 
This study addressed two questions: "What were the agenda issues raised in editorial 
cartoons throughout the 2000 presidential election?" and "How did cartoonists frame the 
presidential candidates and campaigns?" To answer these questions, a content analysis 
adopting both quantitative and qualitative approaches was conducted with the sampled 
editorial cartoons. This chapter discusses the results of this content analysis. 
Out of the 103 cartoons sampled, Gore appeared in 55 cartoons (53.4% of the sample 
allowing appearance with another person) and Bush was represented in 48 cartoons (46.6% 
of the sample allowing appearance with another person). Few cartoonists put the candidates 
in direct contact with one another within the same cartoons. Gore and Bush appeared 
together in only 18 of the 103 sampled cartoons. 
Not all cartoons included one or more of the presidential candidates. Some of these 
cartoons focused on political symbols such as the Republican elephant, Democratic donkey, 
Uncle Sam, or the White House. Others focused on Clinton's legacy in relation to Gore. 
Research Question 1 
What issues were raised in editorial cartoons throughout the 2000 presidential election? In 
addition, what particular topics or events were emphasized in the editorial cartoons in the 
2000 campaign? 
This research question sought to address how the editorial cartoonists highlighted the 
2000 presidential campaign, and what topics, events, or issues were being discussed among the 
public. As discussed in the literature review, the editorial cartoon is an important tool in the 
formation of public opinion on various salient issues. Editorial cartoons can contribute to the 
agenda-setting generally attributed to the major media through providing readers with some 
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sense of the most significant issues, events, or topics. Medhurst and DeSousa (1982) argued 
that, to be a part of the public agenda in the campaign, the person or issues related to a 
candidate try regularly to attract the attention of major cartoonists because they supposedly are 
such sensitive reflectors of society's most important issues. Therefore, exploring the agenda 
topics raised in the editorial cartoons of the 2000 presidential campaign can be an important 
way to figure out the salient issues in which people were interested. 
To identify the agenda set by editorial cartoons for the presidential election for the 
Table 1. Frequency and percentage of agenda items portrayed in the editorial cartoons 
Agenda Items Frequency Percent 
Character 42 30.43 
Debates 32 23.19 
Competency 21 15.22 
Drug Use 7 5.07 
Clinton's Legacy 6 4.35 
Democratic Convention 5 3.62 
Tax Cut 5 3.62 
Foreign Policy 5 3.62 
Fundraising 5 3.62 
Republican Convention 4 2.89 
Rat Ads 4 2.89 
Death Penalty 2 1.45 
(n=103, allowing for multiple agenda items, x2 =162.00, df= 11; p<.001) 
period covered in the sample, a quantitative content analysis of the topics or issues 
emphasized in the cartoons was conducted, and a frequency count was made to identify the 
most salient topics. Table 1 provides a detailed breakdown of the topics, events, or issues 
that appeared in the editorial cartoons. Character issues of the presidential candidates 
emerged as the most dominant topic, occurring in close to one-third of the sample (30.43%). 
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This result indicates that cartoonists seemed to be more interested in the personal characters 
of presidential candidates than the policy issues in portraying the 2000 election. 
The second most salient topic in the sampled cartoons was the debate events between 
the two presidential candidates (23.19%). Since the first debate between John F. Kennedy and 
Richard Nixon in 1960, the presidential debates have been one of the most important events 
for both voters and the presidential candidates. These meetings have attracted very large 
audiences and wide interest because they are seen as revealing the candidates' strengths and 
weaknesses. Cartoonists had the opportunity to depict the perceived weaknesses or strengths 
of the candidates during the debates. 
Competency issues appeared in approximately 15% of the cartoons, making 
competency the third prominent topic. In the 2000 campaign, the competency of both 
candidates was scrutinized, in terms of their intelligence or capability as a leader. These 
agenda issues also appeared frequently in the editorial cartoons. 
On the other hand, as shown in Table 1, the policy issues (tax cuts, foreign policy, the 
death penalty, etc.) were not chosen regularly by the editorial cartoonists in portraying the 
presidential candidates. They appeared in only 8.7 % of the cartoons. 
Overall, personal character and competency issues were the most prominent topics in 
the editorial cartoons portraying the presidential candidates and the 2000 campaign. The 
debate events also were shown frequently in the cartoons portraying the candidates and 
campaign process. ln addition, cartoonists focused their drawings more on the character of the 
presidential candidates than on policy issues. 
Interestingly, the personal character issues were found often in the cartoons portraying 
Al Gore. As shown in Table 2, about 67% of the cartoons in which Gore solely appeared are 
Table 2. 
Agenda issue 
Character 
Debates 
Competency 
Drug Use 
Clinton's 
Legacy 
Democratic 
Convention 
Tax Cut 
Foreign 
Policy 
Fundraising 
Republican 
Convention 
Rat Ads 
Death Penalty 
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Results of chi-square tests of association between the occurrence of agenda 
topics addressed in editorial cartoons and appearance in those cartoons of the 
2000 presidential candidates a 
Appearance of presidential candidates in the editorial cartoons 
Gore solely Bush solely Gore & Bush No appearance 
Total(%) 
(%) (%) together ('Yo) (%) 
28 (66.7) 6(14.3) 6(14.3) 2 ( 4.8) 42 (100) 
x2 =30.51(e(f=3); p<.001 
7(21.9) 5 (15.6) 14 (43.8) 6 (18.8) 32 (100) 
x2 =22.20 (df= 3); p<.001 
1 ( 4.8) 16 (76.2) 4 (19) 21 (100) 
x2 =29.85 (elf= 3); p<.001 
6 (85.7) 1 (14.3) 7 (100) 
x2 =11.81(c(f=3); p<.008 
5 (83.3) 1 (16.7) 6 (100) 
x2 =7.08 (elf= 3); p<.069 
2 (40) 1 (20) 2 (40) 5 (100) 
x2 =3.64 (elf= 3); p<.303 
2 (40) 3 (60) 5 (I 00) 
x2 =7.79 (<(f= 3); p<.o5o 
1 (20) 4 (80) 5 (100) 
x2 =6.51(df=3); p<.089 
3 (60) 1 (20) 1 (20) 5 (100) 
x2 =3.52 (<lf= 3); p<.318 
2 (50) 1 (25) 1 (25) 5 ( 100) 
x2 =2.38 (df = 3); p<.497 
1 (25) 3 (75) 4 (100) 
x2 = 11.77 (df = 3); p<.008 
2 (100) 2 (100) 
x2 = 4.74 (df= 3); p<.192 
• Results of chi-square tests should be carefully interpreted, based on p-val ues and the occurrence of 
agenda topics in the editorial cartoons. 
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related to personal character, while approximately 14% of the cartoons portraying Bush rely 
solely on the character. On the other hand, the issue of ability as a leader (competency) 
frequently is linked to the cartoons portraying George W. Bush. While only 5% of the 
cartoons portraying Gore solely are related to competency, 76% of those portraying Bush 
solely rely on competency. These figures might reflect the results of opinion polls, indicating 
that while Bush polled better on likability, half of the electorate had doubts about whether the 
Texas governor was prepared to be president. For Gore, who had 24 years of elected 
experience in Washington, doubts surfaced over his credibility (The Christian Science 
Monitor, 2000, Oct. 27). 29% of the editorial cartoons in which Gore solely appeared rely on 
debates issues, approximately 16% of those portraying Bush are linked to those issues. P-
values of chi-square tests show significant association between these three agenda respectively 
and appearance of the 2000 presidential candidates in the cartoons. 
An editorial (Pittsburgh Post-Gazette, 2000, Oct. 29) noted that voters in presidential 
elections are especially interested in "the whole person" because the presidency uniquely tests 
character as well as competence. All the same, the 2000 presidential race has taken the 
" ... politics of personality to irritating extremes, and some of the blame belongs to the 
candidates themselves" (p. E-2). According to Cornog (2001), the concern with "character" 
dominated coverage of the 2000 presidential campaign, largely because of the 
Clinton/Lewinsky scandal, which made presidential character a central issue in the race 
(Columbia Journalism Review, p. 54). Miga (2000) also noted that character emerged as a 
focal point in the 2000 presidential race, particularly given the fallout from the Clinton White 
House impeachment crisis and Gore's propensity for shading the truth on the smallest points 
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(The Boston Herald, 2000, Oct. 12). This explains the nature of topics that appear to be more 
salient in the cartoons' representations. 
Research Question 2 
How did cartoonists frame the presidential candidates in 2000 and interpret the 2000 
presidential campaign? 
To answer question 2, the researcher conducted a qualitative and interpretive analysis 
of the cartoons. The cartoons were analyzed for signifying elements that suggest particular 
interpretive packages, or frames, i.e., particular ways in which the cartoons orient the public to 
understand the presidential campaign. The signifying elements examined included the use of 
metaphors, literary/cultural allusions, exemplars, catchphrases, visual images and depictions, a 
lexical choice, or a choice of words. 
Following completion of the first analysis and preliminary coding of the entire 
sample, seven main frames were identified: personal character, competency, Clinton's 
shadow, public reactions, sports, media performance, and others, which cartoonists used to 
orient public understanding of the campaign. 
The personal character component frame deals with exaggeration, honesty, integrity, 
and temperament (personality) of the presidential candidates in the 2000 campaign. The 
researcher identified two sub-elements of this frame: exaggeration and dishonesty, and 
personality and temperament. The competency frame refers to intelligence, capability, and 
political effectiveness as a presidential candidate or leader. The Clinton's shadows frame 
indicates how Gore tries to disassociate from Clinton's scandals or presidency, which affect 
the presidential candidates and the campaign. The public reaction frame indicates how the 
public reacts towards presidential candidates (i.e., George W. Bush), issues (i.e., debates, 
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personal character), or a group or organization (i.e., Democratic Party) involved in the 2000 
campaign. The media performance frame indicates how media practitioners perfonned or 
covered the presidential candidates and campaign. The sports frame refers to the presidential 
campaign as a game or sports event (i.e., baseball game, or race). 
Table 3 shows a frequency distribution of the main frames used to orient understanding 
of the campaign. The character of the presidential candidates emerged as the most dominant 
frame, used in approximately 39% of the cartoons of the sample. This percentage indicates 
that cartoonists oriented their readers to understand the campaign in terms of character. The 
competency frame was used in 19 cartoons, which is about 18% of the sample, followed by the 
public reaction frame (10.6%) and Clinton's shadow frame (9.6%). Sports and media 
perfomrnnce were used in framing the presidential candidates in 5% and 3 % of the sampled 
cartoons, respectively. 
The next sub-sections are divided by frame to depict the qualitative analysis of the 
main frames to suggest how they were signified, and how they orient understanding. 
Table 3. Frequency and percentage of frames portrayed in the editorial cartoons 
Frame Frequency Percent 
Character 41 39.4 
Competency 19 18.3 
Other 15 14.4 
Public Reactions 11 10.6 
Clinton's Shadows 10 9.6 
Sports 5 4.8 
Media Perfom1ance 3 2.9 
(n=l03, allowing for multiple frames) 
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Character 
From the frequency distribution, it appears the most drawn frame was the character 
frame. A politician's personal character, such as intelligence, honesty, morality, and charisma, 
is one of the four main inventional sources cartoonists rely on (Medhurst & DeSousa, 1981 ). 
Through the character frame, cartoonists oriented the public to understand the presidential 
campaign as a character issue revolving around issues of exaggeration and dishonesty, and 
personality and temperament. The frame of exaggeration and dishonesty is related to the 
candidates' morality, which is one of most important elements ofleadership. The frame of 
personality and temperament involves the nature of the candidates themselves or specific 
characteristics, such as emotional impatience. The character frame will be discussed under the 
two sub-divisional frames. 
Exaggeration and dishonesty 
Many cartoonists use this frame to portray Al Gore's dishonesty. In the Tampa 
Tribune, Stayskal satirizes Al Gore as a little Al Gore who is reading his essay in class. In the 
bubble shown in Figure 1, "What I did this summer, I climbed Mount Everest, raised the 
Titanic, refurbished the Mir space station and discovered the grave of Billy the Kid. In my 
spare time I ... .," Stayskal clearly links Al Gore to his exaggerating comments and lampoons 
his dishonesty. In the Clarion Ledger, Ramsey (Figure 2) also portrays Gore's exaggerating 
personality. In the cartoon, Gore is making a public speech in front of Burger King, saying, "I 
invented the Whopper." Gore's tendency to exaggerate his accomplishments is shown in the 
cartoon, ironically satirized by the wordplay on the word "whopper," which means a lie as 
well as a burger. 
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Figure 2. Ramsey's cartoon of Gore 
delivering a public speech 
(Clarion Ledger) 
A number of culturally resonating themes were used in depicting this frame. These 
themes serve as efficient vehicles for illustrating a particular point of view or for stressing 
salient points about the candidates. The culturally resonant animated character, Pinocchio, 
was used to facilitate the framing of Gore's morality as being riddled by duplicity. In Figure 3, 
this cultural resonance was manifested by Nick Anderson in the Louisville Courier-Journal by 
Gore's elongated nose, long recognized as a visual symbol for lying and dishonesty. In Figure 
4, Breen (Asbury Park Press) also lampoons Gore's immorality by using Pinocchio's nose. In 
the cartoon, Gore is asking a woman who is responsible for his make-up to camouflage or 
remove his elongated nose. Again, Gore's dishonesty is obviously ridiculed by using cultural 
resonance to orient readers. The cultural allusions to Pinocchio and visual representations to 
the elongated nose are done with references to lying about Gore's comments on the 
environment, and his dishonesty during the debate. In fact, Gore's misstatement about a trip to 
Texas with Emergency Management director James Lee Witt to see fire and flood victims 
were discussed in the media as indications of bad character during the debate. 
Figure 3. Nick Anderson's cartoon of 
Gore with an elongated nose 
(Louisville Courier-Journal) 
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Figure 4. Steve Breen's cartoon of Gore 
that appeared in Asbury Park 
Press 
Figure 5. Dick Locher' s lampoon of Gore 
chopping down a cherry tree 
(Chicago Tribune) 
In Figure 5, Dick Locher (Chicago Tribune) lampoons Al Gore's morality by using the 
cultural resonance of an anecdote about young George Washington, which depicts his inability 
to lie about chopping down a cherry tree. In this cartoon, Al Gore with an ax is watching the 
fallen cherry tree, and in the bubble, "I cannot tell a lie." This cartoon asserts Al Gore's 
dishonesty. In the other bubble, "Because if I did, who else would have invented all the things 
I did." In the popular cultural fable of George Washington, when asked by his father if it were 
he who had damaged the cherry tree, one of his father's favorite, the six-year-old George 
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confessed candidly he did it. This cartoon ridicules Al Gore's dishonesty and his exaggerating 
comments using a cultural allusion to an anecdote about George Washington. 
Among all the varieties of contemporary popular culture, the figures of Harry Potter 
and Pokemon also provided cartoonists with creative allusions to orient readers to Gore's 
Figure 6. Brookins' use of a cultural 
theme to exaggerate Gore 
(Richmond Times-Dispatch) 
5'1\Je"~·- ?o:..~.:.~­.---
Figure 7. Statntis satirizes Gore's 
dishonesty (Birmingham 
News) 
duplicity. Brookins (Richmond Times-Dispatch) used this cultural theme to portray Gore's 
exaggerating character. Figure 6 shows Gore addressing the public, saying, "Actually, Harry 
Potter is based on my life as a boy back in boarding school." In Figure 7, Statntis 
(Birmingham News) satirizes Gore's dishonesty, which is contrasted clearly with a child's lack 
of interest in Gore's claim on Harry Potter. The young boy seems to say, "Who Cares?" 
These cultural themes clarify the frames that the cartoonists want to carry to readers. The 
exaggeration sub-character frame seems to portray and prove Gore's exaggerate tendency to 
lie. 
Personality and temperament 
The personality and temperament frame has to do with the candidates' emotional 
maturity and temperament (see Figures 8 - 13). This frame seems to cast the campaign as a 
competition of temperament or disposition. It seems to have been used to orient the audience 
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about characteristics that are socially frowned upon as emotionally immature: tendency to sigh 
or smirk when the other candidate is talking in the presidential candidate debates. Moreover, 
the frame orients viewers/readers to understand campaign as emphasizing style and strategies 
over substance to hide the true personalities of candidates rather than to discuss issues. 
Figure 8. Jack Ohman's depicture of 
Gore and Bush (Portland 
Oregonian) 
Figure 9. Bob Englehart's suggestive 
cartoon of Gore and Bush 
(Hartford Courant) 
During the presidential debates, the two candidates' personal temperament was 
represented by a "sigh" and a "smirk." These portrayals criticize the naive behaviors of the 
candidates and discredit their presidential qualifications. Figure 8 (Jack Ohman, Portland 
Oregonian) shows a simple word used to match the characteristics of the two candidates and 
public reaction. ''Sigh and Smirk" characterize the quality of the debate. This example also 
suggests the effect on the public, which is signified by the "snore" of the undecided voter. 
Another example (Figure 9) illustrates the two candidates' strategies: They do not want 
to reveal their bad images to the public any more. ln the bubble, they repeated three times 
what they did not want to do the debates. Mike Ritter (Tribune Newspapers, Arizona), 
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Figure 10. Mike Ritter's sighing Gore 
(Tribune Newspapers, AZ) 
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Figure 11. Doug Mariette's sighing Gore 
(Newsday, Long Is., NY) 
however, seems to satirize more Gore's character component, his sigh, which hinders Bush's 
speaking (Figure 10). Marlette (Newsday) also satirizes Gore's emotional impatience, his sigh 
(Figure 11 ). In the cartoon, the billboard shows "SIGH 2000" and two people who look up at 
the board. In the bubble, the people are saying, "Looks like the Gore campaign's really taking 
off the gloves," which can be interpreted differently as either "about to start fighting, " or 
''giving up." They seem to be sarcastic. ln the cartoon, Gore's sigh signifies his lack of 
energy. Gore is not dynamic or charismatic. A big "SIGH," as opposed to ~'sigh," is about as 
heated up as he can set. This frame is also about Gore's limited emotional range. He lacked 
passion in his campaigning. 
Figure 12 simply tells about candidates' character. The wooden sculpture in the left 
lampoons Gore's stiffness and the other ridicules Bush's drunk-driving arrest in 1976 satirized 
by the wordplay on the word "COKE," a slang word meaning cocaine. This figure also orients 
us to the limitation of the choices that the public was making between "Oak" and "Coke." 
Brown (The Deseret News) lampoons Gore's humorless and boring personality (Figure 13). In 
. TH£ WOL VE RTOO,.., BY MONT£ WOLVERTON 
@1999 Monie Wolverton hUp:ltwww.wol\lef'toon.comlloon• 
Figure 12. Gore and Bush depicted 
by Monte Wolverton in 
Mad Magazine 
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Figure 13. Jonathan Brown's depicture of Gore as 
a boring personality (Deseret News, 
UT) 
the cartoon, an old man has almost finished painting a sign that says "Bore 2000." Al Gore 
was perceived as a "Bore," which unfortunately rhymes with his name. 
In summary, editorial cartoonists significantly took advantage of the presidential 
debate events to disclose the two presidential candidates' personality and temperament. These 
debates usually have attracted a very large audience and wide interest because they reveal the 
candidates' strengths and weaknesses without any filtering. Accordingly, cartoonists had an 
opportunity to catch the candidates' characters and leadership ability as revealed through the 
debates. Overall, Gore was lampooned more about his emotional impatience and stiffness than 
Bush was about his lack of debating skill in terms of the number of cartoons with this frame 
category during the debates. 
Competency 
This frame casts the campaign as one of issue of competence. This frame basically 
deals with intelligence, capability, and political effectiveness as a presidential candidate or 
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leader. Voters expect a leader to be effective in his job and have the ability to lead the people 
and the country in the right direction. 
A dominant frame used in portraying George W. Bush was related to his qualifications 
as a leader. In the cartoonists' eyes, Bush's weakness was his relative lack of experience and 
his demonstrated weak grasp of administrative details. Some cartoonists used this competency 
frame in lampooning Bush's lack of intelligence. 
Ramsey (Figure 14) satirizes the young Bush's calculation ability to do arithmetic, 
showing two plus two equals five on the board. This cartoon brings up his "dumb" image and 
tries to link the image to his incompetence as a leader. In Figure 15, Bush is asked to answer 
simple questions based on the 4 W's. He simply answers, "Waffle," which is portrayed as the 
fifth W. The word, "Waffle" can be described as an indication of Bush's poor interview skill, 
and his unclear stance on policy issues. It also refers to Bush' s tendency to be evasive, which 
means purposefully unclear, to fool the voter's about what his real opinions are. To "Waffle" 
~~w·Wllt 
Figure 14. Marshall Ramey depicting Bush 
as a young boy (Clarion Ledger, 
Jackson, MI) 
WHO? 
WHAT? 
"WHEN'l 
WHERE? 
~~/;!;-
-
Figure 15. Kevin Siers' 5 W's of Bush 
(Charlotte Observer, NC) 
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means ''to be evasive," although it also can mean to be unclear. 
Some of the cartoons point to specific transient events that came up during the 
campaign (Figures 16 and 17). During the 2000 presidential campaign, Bush was criticized 
not being knowledgeable about international/foreign issues and affairs, and the lack of foreign 
policy agenda. In a debate, Bush identified Haiti as a place where he would withdraw U.S. 
troops as president. Actually, the Clinton administration brought nearly all U.S. troops home 
Figure 16. Steve Sack depicts Bush 
(Minneapolis Star-Tribune, 
MN) 
Figure 17. Matt Davies depicts Gore and 
Bush (Journal News) 
from Haiti earlier in 2000. Figure 16 shows Bush'_s lack of knowledge on foreign policy 
through picturing an interview with a reporter. In the cartoon, Bush keeps giving the wrong 
names of leaders of other countries, while his campaign people try to stop the interview, and 
one of them puts his hand over his eyes to hide his shame. Bush also is depicted as bewildered. 
This cartoon is questioning Bush's intelligence, which can be linked to the weakness of his 
leadership abilities. 
In Figure 17, Davies (The Journal News) uses the presidential debate to lampoon 
Bush's lack of knowledge in reminding us of a television quiz program, Who Wants To Be A 
Millionaire? In this show, there are three lifelines-"Fifty-Fifty," "Ask the Audience," and 
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''AT&T phone a friend"-that game contestants can use for assistance to play the game. In 
this cartoon, Bush was portrayed as a person who is supposed to need the lifelines because of 
his lack of knowledge on policy issues, which is contrasted overtly with Gore's lack of need 
for a lifeline. It shows Gore as the more informed candidate. 
Figure 18 frames criticizes Bush's competency to be president by attacking to his 
fundraising practice and tendency to misuse funds as if snorting the money, just as snorting 
cocaine. Actually, when Bush raised $37 million by June 1999, he effectively won the 2000 
GOP money race, and no other Republican challenger was able to match him in fundraising. 
In Figure 19, Huffaker (National) uses the competency frame to satirize George W. Bush's 
qualification as a leader and questions his ability to carry 
out a sound agenda for the country. In this cartoon, he wears a big hat with the words 
"GEORGE W. SHRUB." "Shrub" can be interpreted as a little bush. The hat is too big, 
which makes it seem that he is all talk and tries to appear to be what he is not. The caption on 
the top of the cartoon says, "Old Texas expression: All hat, no cattle," is used as a metaphor 
for his lack of substance or intelligence, which also is used visually and symbolically. In 
Figure 18. Nick Anderson depicts Bush in 
The Louisville Courier-Journal 
Old Texns expression: 'AU hat, no cattle.' 
57 
addition, the emancipated steer is a symbolic visual representation for his lack of ideas or 
substance. 
Thus, by using the competency frame to portray George W. Bush in many cartoons, 
cartoonists question whether he is intelligent enough to run the country. Therefore, Bush had 
to make an effort during the 2000 campaign to prove that he was smart enough to be a leader 
of the country and overcome his relative lack of experience and his demonstrated weak grasp 
of administrative details. 
Clinton's shadows 
This frame orients the public to the influence that the Clinton presidency and his 
impeachment had on the 2000 election, although Clinton was not one of the candidates. It 
indicates how presidential candidates tried to disassociate from Clinton's scandals and his 
presidency, which affected the presidential candidates, especially Gore and his campaign. 
Some of the cartoons depict two presidential images, connecting Gore's campaign to 
Clinton's presidency (Figures 20 and 21). MacNelly (Figure 20) lampoons Gore's efforts at 
image creation by showing him trying to ride a motorcycle without tires. However, Gore 
seems to be too heavy and the tire-less motorcycle, standing for Bill Clinton, does not work. 
This cartoon shows that Gore is in a desperate situation, whereby he has to compete with the 
opponent without any help from the incumbent president, Bill Clinton. It also shows that Gore 
cannot use Clinton presidency as a vehicle for his own campaigning, and he cannot effectively 
"ride" the achievements of the Clinton presidency, which has been grounded by scandals. 
Figure 21 portrays Gore as overshadowed by Clinton with a simple visual frame, showing a 
tiny Gore peeking out from behind the pinstripes (prison bars?) of an inflated Clinton figure. 
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Figure 20. MacNelly lampoons Gore's 
detachment from Clinton 
(Chicago Tribune) 
Figure 21. Another MacNelly lampoon 
of Gore (Chicago Tribune) 
This cartoon clearly portrays how much Gore literally not only has been dwarfed but also 
imprisoned by Clinton's big scandals and his presidency. It appears Gore cannot overcome his 
predecessor's tarnished moral shortcomings. 
In Figure 22, Sack (Minneapolis Star-Tribune) brilliantly portrays the relationship 
between Gore and Clinton. This cartoon refers to Clinton's love of and refusal to leave the 
public stage for Gore, even after the Democratic convention, which was to signify passing of 
Figure 22. Steve Sack's lampoon of Gore 
in The A1inneapo/is Star Tribune 
Figure 23. Mike Ritter depicts Gore 
seated on Clinton's lap 
(Tribune Newspapers, AZ) 
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torches to the new democratic leader, Gore. The visual analogy metaphorically illustrated in 
the concept of a relay race shows Gore struggling to take the baton, which Clinton, screaming 
"one more lap," refuses to let him go. This cartoon also shows Gore's incessant efforts to 
disassociate himself from Clinton. 
Figure 23 refers to the cultural trope of the movie, Austin Powers JI: The Spy Who 
Shagged Me, which was used to frame issues of the relationship between Al Gore and Bill 
Clinton. The plot of the movie is that Dr. Evil devises a way to wrap back into time and steal 
Austin power's "mojo." Before he goes, Dr. Evil is introduced to his clone Mini-Me, who is 
an exact clone of Dr. Evil, but an eighth his size. The real scene-stealer of this movie is the 
conflict between Dr. Evil and his clone, Mini-Me. The figures of Dr. Evil, standing for 
Clinton, and Mini-Me, standing for Gore who is the exact clone of Clinton, also provided 
cartoonists with creative allusions to orient readers to the similarities but conflict between 
Gore and Clinton. This cartoon suggests the conflicting situation Gore found himself in during 
the 2000 campaign, his association with and similarity of his positions with Clinton, and yet 
the need to define himself as different to distance himself from the negatives of the Clinton 
presidency. 
Although most cartoonists linked Clinton's negative images to Gore, one cartoonist 
depicted Clinton's political popularity as a burden to Gore. It is sometimes difficult to 
understand why a scandal would lead to increased approval ratings for Clinton, but the public 
opinion polls clearly showed an increase in his approval ratings after the sex scandal 
information was released. Thus, even though he struggled with many scandals in his 
presidency, it is true that Bill Clinton was one of the most popular presidents in U.S. history. 
Figure 24 portrays Bill Clinton's political popularity at Hollywood, called "BILL YWOOD," 
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which draws attention to the fact that the convention was in Caiifomia, in the shadows of 
Hollywood where Clinton was very popular. Thus, his popularity here, and the theatrical 
attention given to him cast a shadow on the convention, especially for Gore, who was to 
receive his coronation. On the other hand, Clinton's political popularity was a big shadow on 
the presidential and vice-presidential candidates for the 2000 campaign (Figures 25 and 26). 
Figure 24. Dwane Powell depicts the 
the democratic convention 
(Raleigh News & Observer) 
@ q 
/Q~ 
~\\ $ \ 
~~~~ 
"""' 
Figure 25. Matt Davies depicts Clinton 
and Gore (Journal News) 
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Figure 26. Kirk Walters depicts Clinton 
advising Bush (Toledo Blade) 
Clinton's morality also was used to satirize the two presidential candidates' character. In 
Figure 25, Davis (The Journal News) overtly links Bill Clinton's dishonesty to Al Gore, 
portraying that Gore has the same character, "serial fibber," as Clinton, who lied under oath. 
This figure uses a comparative analogy to draw attention to the similarity between Gore and 
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Clinton as both prone to lies. In Figure 26, Walter (The Toledo Blade) depicts Clinton 
coaching Bush about the drug use issue, saying, "Just tell 'em you didn't inhale." This cartoon 
links Clinton's dishonesty, shown in his scandal, to Bush's misdemeanor in the past. These 
two examples ridicule the two candidates' characters, which are linked to Clinton's morality. 
While Clinton was not one of the candidates, his presidency seemed to cast a shadow 
over the 2000 election. Cartoonists used the Clinton shadow frame as a way of orienting the 
public to the effects of Clinton's presidency (i.e., its legacy) on the 2000 presidential campaign. 
Public reactions 
Cartoonists use this interpretive package to portray how the public reacted to or 
evaluated the presidential candidates' personal characters or specific issues and topics during 
the campaign. Figure 27 portrays the public reaction to Gore's effort to stand by himself and 
not in Clinton ' s shadow. In the bubble, Gore says, " .. . And by the way, have I told you I'm 
my own man," and the viewer is simply counting the many times he has said this. His wife 
Figure 27. Wayne Stayskal depicts public 
reaction to Gore (Tampa 
Tribune) 
Figure 28. Scott Stantis depicts public 
reaction to Gore (Birmingham 
News) 
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also reads a newspaper headlined, "'Gore, I'm my own man." Figure 28 shows Uncle Sam as a 
symbolic figure of America, reacting uneasily to the many times Gore sighs in a debate. He 
seems to ponder his qualifications as a leader with a sigh. 
Sometimes the public frame seems to criticize not just the candidates but also the 
public. In Figure 29, Powell (Raleigh News & Observer) uses another audience-oriented 
frame, presenting a pollster interviewing a woman. In the bubble, the pollster is asking, "If the 
election were held today, would you vote for the one who smirks or the one who sighs?" This 
trope is used to appear to lampoon how the public evaluates the presidential candidates' 
qualifications in the debates, but is also lampooning the shallow and naive American public, 
which is a common theme in American political satire. Figure 30 shows a viewer's response 
to a hug and kiss scene between Al and Tipper Gore at the Democratic convention. This 
visual image was highly publicized, and gave an opportunity for Gore to change the public's 
view of him as a political opportunist or stiff second banana. In this cartoon, bored and 
exhausted by listening to policy issues, a man is surprised at the scene and appears to enjoy 
watching it. 
Figure 29. Dwane Powel depicts 
a polster acquiring public 
opinion (Raleigh News & 
Observer) 
Figure 30. Chris Britt scenario of political 
reaction to issues (State Journal-
Register, Springfield, IL) 
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Sports 
This frame refers to the presidential campaign as a game or sports event. Figure 31 
uses a sports frame to lampoon the troublesome campaign fund raising issues. In this cartoon, 
Locher (Chicago Tribune) portrays Gore as being at a disadvantage in the race because of his 
fund-raising scandal linked to China in the 1996 presidential election. An article in Harford 
Courant (2000, Aug. 20) noted that Gore's fundraising, notably his 1996 appearance at a 
Buddhist temple event, could hurt him a little bit. In the cartoon, Gore seems to hope for 
problems or scandals to happen to Bush, saying, "Just wait until his baggage shows up," in the 
bubble. Figure 32 also uses the sports frame. This cartoon represents a hurdle race to 
lampoon a reason why Bush could succeed over Gore in a debate. Based on the polls, Bush 
received a surprising boost from the first presidential debate, and did even better in the second 
presidential debate. Ritter (Tribune Newspapers) draws the public response, using the bubble, 
"We may have to raise the bar next time." The bar in the cartoon stands for debate 
expectations of Bush. Gerston (LA Times, 2000, Oct. 17) pointed out that the bar of debate 
expectations for Gore was considerably higher than it was for Bush because Gore was an 
experienced debater, having trounced Ross Perot over trade issues in 1993 and rival Jack 
Kemp three years later. That meant people expected Gore to shine in the debates. When Gore 
went below the bar, he failed. Bush's bar was put so low that he's met and exceeded those 
expectations (p. 16). 
Figure 33 and 34 link Major League Baseball playoffs to the presidential debates, 
which are supposed to be a pastime, to the presidential debates, and indicate there always is 
either a winner or a loser in a game as well as in a debate. These two cartoons also lampoon 
Figure 31. Dick Locher depicts fund raising 
as a race (Chicago Tribune) 
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Figure 33. R.J. Matson's editorial on the 
debate as a baseball series 
(New York Observer) 
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Figure 32. Mike Ritter depicts debate 
expectations (Tribune 
Newspapers, AZ) 
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Figure 34. John Trever depicts a 
complaining Gore 
(Albuquerque Journal) 
the apathy of the American electorate, indicating that people would rather watch baseball than 
listen to the debates. In the bubble of Figure 34, Gore is complaining about all third parties, 
representing baseball playoffs, which attracted more public attention than the presidential 
debates. The playoffs overshadowing the debates took center stage. 
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Media performance 
This frame relates to how media practitioners performed in covering the presidential 
candidates and campaign. Cartoonists seem to give media coverage of the presidential 
candidates low grades because they believe there is some unfairness or disparity of media 
coverage between the candidates. Actually, during the 2000 presidential campaign, disparity 
of media coverage between the candidates was tossed out. Rothenberg (CNN, 2000, November 
2) noted, "when Bush went on two popular daytime television shows, Gore was hit by the 
mass media for exaggerating and embellishing stories and anecdotes, \vhich made him 
defensive over the issues of character." In addition, some cartoons show the media as not 
taking the campaign seriously as an important political process. 
Figure 35. Jim Day depicts media 
coverage of the debate 
as harsher to Gore 
(Las Vegas Review Journal) 
Figure 36. Dan Lynch depicts the media as more 
concerned about a ballgame rather 
than the debate (Journal Gazette, 
Ft. Wayne, IN) 
In Figure 35, Day (The Las Vegas Review Journal) evaluates media coverage of the 
presidential candidates in the debates. This cartoon portrays that a camera angle goes toward 
Bush, but a gun is directed toward Gore, which indicates that media coverage of the 
presidential candidates in the debates is much more generous to Bush than Gore. This visual 
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image of the cartoon seems to underpin a reason why Bush unexpectedly got more support in 
the tracking polls after the debates. Figure 36 uses the media performance frame to show 
that the mass media seem to place more emphasis on broadcasting sports events, such as 
baseball playoffs, than politics and debate events, representing a camera staff focusing on the 
game instead of the debates. 
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CHAPTER 5. CONCLUSIONS 
A substantial number of editorial cartoons portraying presidential candidates and 
campaign issues appeared in the media during the 2000 presidential election. Editorial 
cartoons, as a mass medium, are considered to be messages expressing opinions about the 
news in a condensed and visual manner in a single frame. Moreover, editorial cartoons 
contribute to political candidates' image development by providing condensed and simplified 
metaphoric portrayals. 
The effects of editorial cartoons on public opinion and political figures have been 
inferred from some anecdotal evidence such as Richard Nixon's cancellation of his 
Washington Post subscription, the use of cartoons for propaganda purposes during World 
War II, and Thomas Nast's influence on presidential elections in the l 91h century. Despite 
the perception of cartoons as an important mode of social and political communication, and 
the anecdotal evidence pointing to their potential effect, very few scholarly studies about 
editorial cartoons as persuasive aspects of visual communication can be found. 
This study attempted to identify both salient topics and the frames that editorial 
cartoons used in portraying the 2000 election campaign. The visual images and verbal 
contents in the samples were analyzed to determine the manner in which each editorial 
cartoonist not only framed the presidential candidates and campaign, but also tried to set the 
agenda of the election. 
Agenda-setting function points to the fact that cartoons derive from prevailing 
headlines on the media, which depend on the political present. Thus, they become an 
important index to current issues. In this sense, " ... political cartoons may contribute to the 
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agenda-setting generally attributed to the major media in the sense that they provide readers 
with some sense of the most significant issues, events, or topics" (De Sousa & Medhurst, 
1981, p. 92). Accordingly, cartoons through the topics they emphasize become reflectors of 
society's most important political issues. However, the topics/issues exist at a macro level, 
and the salience of a topic is inferred through gauging quantitative frequencies of various 
topics. Thus, the use of quantitative content analysis to infer the salience of various topics in 
the agenda set by the media. 
Nevertheless, the salience of topics/issues, gauged through calculating frequency 
distribution of topics at the macro level, give little clue to the attributes of the topics, or how 
we are oriented to understand the macro topics. Framing points us beyond macro topics to 
interpretive packages used to define the topics, i.e., how one is oriented to understand topics. 
Thus, framing provides us with the culture of an issue, i.e., the different interpretive packages 
or the different ways the cartoonist or communicator directs the audience to understand the 
topics. Framing, which is much more qualitative and interpretive, goes beyond the simple 
listing and quantitative frequencies of topics that signify the importance allotted to particular 
issues or topics within presidential elections. In addition, framing, which deals with issues of 
meaning and interpretation, is an essentially interpretive and qualitative approach (Reese, 
2000). Thus, this study used both qualitative and interpretive approaches to identify the 
dominant frames the cartoons used in defining the presidential elections. 
A content analysis in both quantitative and qualitative manner was conducted on a 
sample of 103 editorial cartoons. This sample was drawn from 25% of the total editorial 
cartoons of the 2000 presidential campaign on the Website (http://cagle.slate.msn.com/2000/) 
for the period of August 1st through November J1h. Out of the 103 sampled cartoons, Gore 
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appeared in 55 cartoons and Bush was drawn in 48 cartoons. This frequency indicates that 
cartoonists seem to be more intent on portraying Gore than Bush. Some of these cartoons 
focused on political symbols such as the Republican elephant, Democratic donkey, Uncle 
Sam, or the White House. 
To answer the question of how editorial cartoons helped set the agenda of issues of 
the 2000 campaign, the study calculated the absolute and relative frequencies of the topics, 
issues, or events identified in the samples analyzed. In the 2000 election campaign, the 
character of the presidential candidates emerged as the most dominant agenda topic, 
occurring in 30.43% of the sampled cartoons. The debate events appeared as the second 
most salient agenda in the sample portraying candidates and the campaign process. 
Competency issues appeared in approximately 15% of the cartoons. On the other hand, 
policy issues such as tax cuts, foreign policy, and the death penalty appeared in only 
approximately 9% of the sample. 
To summarize, the character and competency issues of the presidential candidates were 
the most salient agenda topic in the editorial cartoons portraying the 2000 campaign. The 
debates also frequently appeared in the cartoons, disclosing the candidates' characters and 
weaknesses. Cartoonists focused their drawings more on the character issues of the 
presidential candidates than on policy issues. Interestingly, the personal character issues often 
were found in the cartoons portraying Al Gore. On the other hand, the issue of ability as a 
leader (competency) is frequently linked to the cartoons portraying George W. Bush. Actually, 
during the 2000 presidential campaign, one of Bush campaign's goals was to keep public 
attention focused on personality, where he was perceived to have an edge, rather than on 
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policy, where Gore's greater command of the issues gave him the advantage (Columbia 
Journalism Review, 2001, Jan., p. 54). 
The second question for the study sought to identify the frames, or interpretive 
packages, used to orient audiences' understanding of the election. Frames, or interpretive 
packages, have signifying elements, which together point to or suggest how a particular topic 
or subject is to be understood. The signifying elements include the use of metaphors and 
literary/cultural allusions, exemplars, catchphrases, visual images, or choice of words, which 
together suggest how a topic is to be understood (Gamson & Lasch, 1983). Thus, framing 
provides us with the culture of an issue, i.e., the different interpretive packages, or the different 
ways the cartoonist or communicator directs the audience to understand the topics. One 
arrives at frames or interpretive packages through examining the cartoons for signifying 
elements that suggest particular orientations or ways of understanding. Through qualitative 
analysis, the researcher identified seven main interpretive packages. 
The character of the presidential candidates emerged as the most dominant frame, 
used in approximately 39% of the cartoons in the sample. The competency frame is used in 
19 cartoons, which is about 18% of the sample, followed by the public reaction frame 
(10.6%) and Clinton's shadow frame (9.6%). Sports and media performance were used in 
framing the presidential candidates in 5% and 3% of the sampled cartoons respectively. 
In summary, in portraying the presidential candidates and the campaign, cartoonists 
notably used character and competency frames in over 60% of the samples. These two 
frames are related to the morality and ability as a leader of the candidates. Thus, the 
cartoonists seem to focus on framing the candidates' personal characters and their ability to 
be a viable president. The public reactions frame also appeared in about 12% of the sample, 
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telling us how the public thinks about the topics, events, or candidates involved in the 
campaign. The Clinton's shadow frame imports that Clinton's presidency and scandals also 
were a topic in the 2000 campaign. 
Many cartoonists used the exaggeration and dishonesty frame to portray Al Gore. 
Stayskal lampoons Gore's dishonesty by drawing a little Al Gore reading his exaggerating 
essay in class, implying that Gore's tendency to exaggerate his accomplishments is not a 
sudden emergence but an innate bad habit. Gore's dishonesty is also ridiculed by his 
insistence that he invented the "Whopper," which means lie as well as a burger. The 
culturally resonant animated character, Pinocchio, and the popular figure, Harry Potter, also 
provided the cartoonists with creative allusions to orient readers to Gore's duplicity. Thus, 
the dishonesty and exaggeration frame in the editorial cartoons seemed to overshadow the 
image of Gore as a viable presidential candidate in the 2000 presidential election. 
The personality and temperament frame also was discussed under the character 
umbrella. During the presidential debates, the two candidates' personal characters were 
represented by a "sigh" and a "smirk." Cartoonists used this portrayal to emphasize the 
presidential candidates' naive behaviors, which might be criticized by the public. Gore also 
was portrayed as a stiff and boring person by some cartoonists. In terms of the personality 
and temperament frame, Gore was lampooned more often for his emotional impatience than 
Bush was for his smirk. 
In contrast with the character issue used primarily for lampooning Gore, a dominant 
frame used in pmiraying George W. Bush was related to his qualifications to be a leader. 
Ramsey questions the young Bush's arithmetic abilities, which clearly reminds us of his 
incompetence as a leader. Another example of this frame shows Bush's lack of knowledge 
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on foreign policy by representing an interview with a reporter. Davies uses the presidential 
debate to lampoon Bush's lack of intelligence in reminding us of a television quiz program, 
Who Wants To Be A Millionaire? In this cartoon, Bush was portrayed as a person who needs 
the lifelines because of his poor debate skills and lack of knowledge on policy issues. 
Huffaker used an old Texas expression, "all hat, no cattle," to suggest that Bush's leadership 
abilities are weak and devoid of inspiration. In summary, by using the competency frames to 
portray George W. Bush in many cartoons, cartoonists are questioning whether he is 
intelligent enough to run the country. 
The frame of Clinton's shadow indicates how presidential candidates tried to 
disassociate from Clinton's scandals and his presidency, which affected the presidential 
candidates, especially Gore and his campaign. Some cartoons portray Gore struggling under 
Clinton's shadow represented by a tireless motorcycle, pinstripes (suggestive of prison bars), 
or a fallen previous runner. On the other hand, the cultural trope of the movie Austin Powers 
JI: The Spy Who Shagged Me, also was used to frame issues ofrelationship between Al Gore 
as Mini-Me, and Bill Clinton as Dr. Evil. Water portrays Clinton coaching Bush about the 
drug use issue, lampooning Bush's misdemeanor as well as Clinton's dishonesty. Overall, 
Bill Clinton cast huge shadows over the campaign as the immediate predecessor with a 
troubled presidency in the White House, and this frame captures that image. 
The public reactions frame used in the cartoons portrays how the public views the 
presidential candidates and the campaign. Based on analysis of the sample, the public 
appeared bored to death watching the candidates' sigh and smirk repeatedly in the debates. 
People, however, enjoyed the sensational scene of Al Gore kissing Tipper at the Democratic 
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convention. Thus, the public was interested in the candidates' tempers and personalities and 
seemed to consider them a huge factor in individual voting decisions. 
The sports frame refers to the presidential campaign as a sports event or game. 
Bush's unexpected success in the debates was compared to a hurdle race. In this cartoon, the 
hurdle bar standing for the debate expectations of Bush is too low, so Bush seemed to 
succeed over Gore in the debates. The debates between the two presidential candidates also 
were compared to the Major League Baseball playoffs, since both events must result in a win 
or a loss. 
Editorial cartoonists used the media performance frame to indicate how media 
practitioners performed in covering the presidential candidates and the campaign. They 
believed that media coverage of the presidential candidates in the debates was much more 
generous to Bush than Gore, representing a gun directed toward Gore instead of a camera. 
Another cartoon frames the mass media as enjoying the baseball playoffs more than the 
debates. 
To summarize, the editorial cartoonists portrayed Gore as vulnerable on his 
personality and dishonesty, and Bush as vulnerable on competence to be a viable president 
during the 2000 presidential campaign. The findings of this study indicate that editorial 
cartoonists organized and condensed this historic presidential campaign into salient topics 
and specific frames ofreference around their audience's thought process. To portray the 
presidential candidates, the cartoonists frequently used cultural allusions, such as fable 
characters, contemporary movies, and novels, to orient the readers. 
Thus, the editorial cartoons contributed to political candidate image development by 
offering condensed and simplified metaphoric portrayals. Moreover, political cartoons 
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sought to influence public opinion through widely understood symbols and allusions. In 
short, an editorial cartoon's ability to distill the most complex issues into a simple visual 
metaphor coupled with its availability to a mass audience makes it a potentially potent 
political force. Accordingly, editorial cartoons can be considered a significant forn1 of 
political communication. 
Results of this study shows the character was the most salient topic as the dominant 
frames used to orient audience understanding of the 2000 presidential campaign. How do we 
explain this emphasis on character? It is not surprising that character issues appeared as the 
most salient agenda in the cartoons. It seemed to reflect the agenda of the general media and 
the conduct of the elections. 
An editorial appearing in the Pittsburgh Post-Gazette on Oct. 29, 2000 noted that 
voters in presidential election are especially interested in "the whole person" because the 
presidency uniquely tests character as well as competence. However, the paper noted that the 
2000 presidential race had taken the " ... politics of personality to irritating extremes, and some 
of the blame belongs to the candidates themselves" (p. E-2). According to Cornog (2001), 
concern with "character" dominated coverage of the 2000 presidential campaign, largely 
because of the Clinton/Lewinsky scandal, which made presidential character a central issue in 
the race (Columbia Journalism Review, p. 54). Miga (2000) also noted that character emerged 
as a focal point in the 2000 presidential race, particularly given the fallout from the Clinton 
White House impeachment crisis and Gore's propensity for shading the truth on the smallest 
points (The Boston Herald, Oct. 12). This explains the nature of topics that appear to be more 
salient in the cartoons representations. 
75 
Some scholars argue that the general public, who has little personal experience with 
political issues or events, may not be able to understand or interpret the issues editorial 
cartoonists portray or frame in their cartoons. As Langeveld (1981) noted, "To understand a 
political print and specially the more subtle ones, one must be fairly well-informed about the 
intricacies of politics, know something of the origins of political problems and of political 
dilemmas" (p. 354). In that sense, even among those who are very interested in politics, not 
everyone pays attention to editorial cartoons nor has the ability to understand them. To avoid 
confrontation with this lack, they may avoid them completely. Carl (1968) argued that one's 
ability to perceive details, as well as his entire background, environment, knowledge of 
current events and history, ability to see analogies, and knowledge of allegories, play an 
important role in interpreting editorial cartoons (p. 535). Therefore, without any historical or 
cultural background, people may inevitably experience some difficulties in understanding 
what the visual images signify in editorial cartoons that rely on cultural allusions or political 
commonplaces. 
However, the significance of editorial cartoons lies not in the ability to change public 
perception of political candidates or issues, since the interpretation derived by the audience 
may not be congruent with what the editorial cartoonist intended to create, and depends 
solely on the ability of the audience members to understand visual images in the cartoons. 
Instead, DeSousa and Medhurst (1981) noted, " .. .importance of the political cartoons lies in 
its ability to maintain a sense of cultural coherence and personal identity" (p. 90). The real 
power of editorial cartoons is shown in the way the cartoonists can tap the collective 
consciousness of audience, and rearticulate existing cultural narratives, tropes and values. 
76 
Thus, the editorial cartoonists create a frame from their unique perception of the 
current issues to the shared cultural experiences of the audience, which function as a 
statement of consensus, an invitation to remember cultural values and beliefs. The framing 
function of editorial cartoons plays an important role in maintaining the cultural ties, which 
identify the audience as members of society. Accordingly, through using literary/cultural 
allusions in the editorial cartoons such as fictive or historical character, folklore, literature, 
movies, or television, the audience can begin to draw the connections between political 
candidates or events and the cultural narratives. 
The findings of this study indicate that editorial cartoonists organized and condensed 
the historic 2000 presidential campaign into salient topics and specific frames of reference 
around their audience's thought processes. For example, cartoonists used the cultural 
narratives, Pinocchio's nose and George Washington's fable, to satirize Gore's dishonesty. 
Harry Potter and Pokemon also provided cartoonists with creative allusions to orient readers 
to Gore's duplicity. A popular movie, Austin Powers II, was used to portray the conflicting 
relationship between Gore and Clinton. Bush's lack of intelligence was drawn out by using a 
famous television show, Who Wants to be a Millionaire? Using these cultural tropes to 
provide the orientation with which the 2000 campaign was understood, editorial cartoonists 
portrayed Gore as vulnerable on issues such as his personality and dishonesty, and Bush as 
vulnerable on issues such as his competence to be a viable president during the 2000 
presidential campaign. Thus, the audience can link these cultural tropes to the two 
presidential candidates' images portrayed in the editorial cartoons. 
In summary, the editorial cartoons contributed to a political candidate's image 
development by offering condensed and simplified metaphoric portrayals or cultural 
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narratives of frames that orient viewers/readers to understand the campaign by emphasizing 
the character or image of the presidential candidates rather than their policy issues. In that 
sense, editorial cartoons can be a powerful frame within which to characterize the American 
political process and should be considered as a very important mass medium, which helps to 
maintain the cultural or political orientations that identify us as members of our society. 
Limitations of the Study 
Some limitations of this study should be noted when interpreting the findings. Since it 
was impossible to analyze every editorial cartoon portraying the 2000 election campaign, a 
sample had to be selected for data analysis. Some editorial cartoons that were not present in 
the sample might have provided varying insights into the research questions. In addition, since 
the editorial cartoons for this study were selected from a Website, the sampling universe may 
considerably constrain the generalization of the study's results. 
· The sampling period also should be noted as a limitation of the study. This study 
looked at the agenda and frames in the editorial cartoons portraying the presidential 
candidates in the 2000 presidential election spanning August 1, 2000 to November 7, 2000. 
Such a time span still may prove to be too limited to be fully representative of the agenda and 
frames throughout the whole campaign period. Historically, election 2000 was ended by a 
Supreme Court decision nearly five weeks after Election Day, a time span not included in 
this study. The actual outcome in Florida and the Supreme Court's controversial intervention 
remain a subject of dispute and interpretation. Editorial cartoonists created an abundance of 
cartoons regarding this issue. Future studies might attempt to go beyond this time frame to 
examine the issues in a more longitudinal manner. 
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Recommendations for Further Research 
Similar to other content analysis research, this study looked at frame building only 
from the point of view of the editorial cartoonists. To appreciate the frame-building process 
fully, it is important to understand how this framing has affected, if indeed it has, the frames 
developed by audiences as well. How do audiences perceive the issues now? Further 
research could examine the individual level of effects of framing. After discovering in a 
more precise manner the primary factors affecting reader interpretation, researchers will be 
better able to think about the persuasive dimensions of editorial cartoons as visual symbols. 
In addition, conducting a deeper qualitative study of the cartoonists might provide 
some interesting insights into the ways editorial cartoons disseminate their messages. 
Interviewing firsthand the editorial cartoonists who actually select the salient topics and frame 
them might enable the researcher to get to the essence of the meaning of process as it relates to 
the public and political affairs. 
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APPENDIX A. CODE SHEET 
Editorial Cartoon Information 
1. Cartoonist ------
2. Newspaper _____ _ 
3. Cartoon Number ----
4. Appearance of the presidential candidates in the cartoons Yes l No Q 
a. Gore only l b. Bush only 2. c. Gore and Bush together l 
d. No appearance .1 
Agenda in the Editorial Cartoons 
5. Candidates' Character Yesl NoQ 
6. Clinton's legacy Yesl NoQ 
7. Competency Yesl No .Q 
8. Death penalty Yesl No .Q 
9. Debates Yesl No .Q 
10. Democratic Convention Yesl. NoQ 
11. Drug Use Yesl No .Q 
12. Foreign Policy Yesl NoQ 
13. Fund raising Yesl NoQ 
14. Rat Ads Yesl NoQ 
15. Republican Convention Yes l NoQ 
16. Tax Cut Yesl NoO 
Frames in the Editorial Cartoons 
1 7. Character Yes l No Q 
Exaggeration and Dishonesty l. Personality and Temperament 2. 
18. Clinton's Shadow Yes l No Q 
19. Competency Yesl NoQ 
20. Media Performance Yesl No .Q 
21. Public Reactions Yesl NoQ 
22.Sports Yesl NoQ 
23. Others Yesl NoQ 
Describe 
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APPENDIX B. CARTOONISTS AND NUMBER OF CARTOONS SAMPLED 
Cartoonists Number Cartoonists Number 
Anderson, Nick 3 Margulies, Jimmy 3 
Babin, Rex 1 Markstein, Gary 1 
Bateman, Scott 1 Marlette, Doug 1 
Beattie, Bruce 1 Matson, R.J. 1 
Bell, Darrin 1 McKee, Rick 2 
Bish, Randy 1 Mosher, Terry 1 
Breen, Steve 3 Ohman, Jack 3 
Britt, Chris 1 Parker, Jeff 1 
Brookins, Gary 2 Peters, Mike 2 
Brown, Jonathan 1 Powell, Dwane 2 
Cole, John 1 Priggee, Milt 4 
Conrad, Paul 1 Ramirez, Michael 2 
Danziger, Jeff 1 Ramsey, Marshall 3 
Davies, Matt 3 Ritter, Mike 3 
Day, Jim 1 Locher, Dick 1 
Duffy, Brian 1 Sack, Steve 3 
Englehart, Bob 3 Sherffius, John 2 
Fuller, Jake 1 Siers, Kevin 3 
Greenberg, Steve 1 Stantis, Scott 3 
Handelsman, Walt 1 Stayskal, Wayne 2 
Harville, Vic 1 Streeter, Mark 1 
Heller, Joe I Summers, Dana I 
Hiers, Chris I Trever, John 4 
Horsey, David 2 Trinidad, Corky 2 
Huffaker, Sandy 1 Varvel, Gary 2 
Kallaugher, Kevin 1 Walter, Kirk 1 
Kelly, Steve 2 Wasserman, Dan 1 
Lane, Mike 1 Wilkinson, Signe 1 
Locher, Dick 2 Wolverton, Monte 1 
Lynch, Dan 1 Wright, Larry 1 
MacNelly, Jeff 3 
Total = 61 cartoonists, 103 editorial cartoons 
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